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Typography is a Science: Knowledge, as of facts or principles; gained by systematic study. (The American College Dictionary) 
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| HICKOK selects PARCHTEX |! 


...an Elegant Paper for an Announcement of Elegance 


4 @==. 
WICKOK nenaeote® 

This series of four 11 x 17 scrolls, beautifully woo ee Hang Aiethae's 
lithographed in four colors and gold by the Uplendes 
Christopher Press, Rochester, N.Y., on Sorg's 
Natural PARCHTEX, was designed by HICKOK to 
announce their “Hickok Heraldics’— a new line 
of luxurious belts and leather goods. Hickok’'s 
advertising’ agency —Kastor, Hilton, Chesley, 
Clifford and Atherton, Inc.—created a theme 
Tole eco MoM Uc oaRLc Tes ee) 
around King Arthur's Court, and had the scrolls , 
mailed in teaser sequence from Camelford, PS scon msc 
England, the site of the Camelot of the Round 


rating Westward arene ome eiancy 


6 Om Ws comes ot ert eases ots omen 
Table legend. PARCHTEX was selected by hee — jatiphmnmethien 


NeleeTiti S. Boehmer, Director of Advertising 9 ey So He ieee ese ass 
‘ fer a (Wino how 
and Display for Hickok, because it added the : 
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Elegance... charm... glamour... dignity . . . distinction—PARCH- 
TEX has them all! That’s why so many printers and advertisers are 
choosing PARCHTEX, with its luxurious appearance of fine parch- 
ment, to set their printed pieces above and apart from the ordinary. 

Whatever the job—be it a single-color letterhead or a big, multicolor 
brochure—PARCHTEX provides the impressive touch that wins sales 
and influences customers. Try PARCHTEX yourself! You'll be de- 
lighted with its rich, velvet-textured look, and the ease with which it 


Your Sorg distributor performs in both pressroom and bindery. 
will be happy to furnish you with a cctri , . ; inted Sz a6 
PARCHTEX Swatch Book showing Ask your Sorg distributor for the new PARCHTEX Printed Samples 


the full line of sizes, weights, and colors Portfolio, and for sample sheets of PARCHTEX in both the 24 Ib. 
carried in stock. text weight and 65 Ib. cover weight, in Green, Blue, Pink, White, and 
Natural. Phone him today! 


PAPER COMPANY ° Middletown, Ohig — 


¢ Manufacturers and Converters of Stock Line and Specialty Papers 
MtG us pat OFF Offices in NEW YORK « CHICAGO «+ BOSTON « ST. LOUIS « LOS ANGELES 


SORG STOCK LINES 
WHITE SOREX « CREAM SOREX « LEATHER EMBOSSED COVER «+ PLATE FINISH « EQUATOR INDEX BRISTOL + REGISTER BOND 
MIDDLETOWN POST CARD « 410 TRANSLUCENT + EQUATOR LEDGER +» SORG'S BLOTTING « TENSALEX 
GRANITEX + PARCHTEX 
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CAMPCO 


PROGRESS 


New make-up demonstrator of Campco Styrene 
helps Beauty 


Salespeople for Beauty Counselor prod- 
ucts, who call at the homes of their 
customers and prospects, can now let 
them “select and try before they buy.”’ 
This attractive Palette, which isa part of 
the full-line sales kit, contains samples 
of all 31 shades of Beauty Counselor 
lipstick, rouge, nail polish, eye shadow 
and mascara. Each is plainly identified 
by name and color so the customer can 
easily and quickly determine which 
shade is best suited to her needs. The 
tightly fitting cover, embossed with the 
Beauty Counselor name, protects the 
samples. 


This effective sales tool is produced 
by Paper Package Company of Indian- 
apolis, Indiana for Beauty Counselors, 
Inc., of Detroit, Michigan. The material 
used is Campco S-540 Styrene sheet, 
.030 gage, GM finish. This material was 
selected because of its sparkling, porce- 
lain-like finish, excellent formability, 
uniformity, and resistance to cracking. 
The smooth, brilliant surface 
fine silk screening. 


insures 


This Palette is pressure-formed. The 
sheet is heated slightly and then formed 
in a single-cavity male and female 
matched die to get a sharp radius. The 
sheet is trimmed at the same time, elim- 
inating a second operation. 


Campco S-540 has proved particularly 
successful in the production of hundreds 


3s aco * May 1960 


(Advertisement) 


ounselor sales 


of hot-formed and vacuum-formed 
items. Its surface is such that excellent 
results can be expected from letterpress, 
offset or silk screen printing. Decal trans- 
fers are also easily applied. This sheet is 
available in a full range of colors as well 
as translucent and opaque from .01” to 
.187” thick, stock and custom sheets. 


Oe? 


Campco Styrene gives 
long life to these trays 


Photo developing trays are subject to 
considerable abuse due to’ their daily 
contact with water and various chem- 
icals, as well as rough handling. 


Campco High Impact Styrene has 
proved particularly successful in the 
production of these ““Zephyrlite’’ trays. 
They are made and sold by Mills Affili- 
ates of Kansas City, Missouri. This 
tough sheet is easily formable, yet has 
a fine smooth, white surface which is 
easy to keep clean. It is highly acid- 
resistant and shatter-proof. In fact, so 


latest developments in plastic 
Sheet -film - fabrication 


Unique revolving 
“Spots-Lite” stimulates 
entertainment business 


If you walk into a tavern, dance hall or 
roller skating rink and see sparkling 
colored lights playing on walls and ceil- 
ing, chances are they’re coming from a 
Hollywood Spots-Lite. 


This unique device has proved to be 
a great business builder in hundreds of 
places of entertainment. The large globe 
is set with dozens of colored lenses and 
as it slowly revolves, beams of colored 
light move slowly around the room add- 
ing glamour and gaiety to the scene. 


The globe itself, which measures 18 
inches in diameter, is vacuum formed by 
Omaha Plastic Company for Hollywood 
Spots-Lite Company of Omaha, Ne- 
braska. It is vacuum-formed in two 
halves from Campco Woodgrain finish 
plastic sheet. This rubber modified 
Styrene sheet has the appearance of fine 
wood and is light in weight. It has all 
the desired characteristics of standard 
Campco sheet including high impact re- 
sistance, dimensional stability and ex- 
cellent formability. It is available in 
cut-to-size and standard sheets from 
-040” to .187” thick. 


oe 
durable are these trays that they are 


sold on a money-back guarantee if 
broken under normal use. 


Received Your Campco Personal File ? This data-packed reference 


file on thermo-plastic sheet and film is yours on request—just send name and address 
on Company letterhead to Campco, 2717E Normandy Ave., Chicago 35, Illinois. 


CAMPCO Sheet and Film, a Division of Chicago Molded Products Corp. 
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Just Cele, Us 


You Can Pinpoint Your Prospects 


Fortunately for most businesses, it is possible to draw a bead on the best 
prospects for any type of product or service. Sales promotion can take over 
the job of cultivating these selected companies or individuals so intensively 
as to bring the sales measurably closer. 


The top automobile companies, which are about as competitive as they come, 
don't hesitate to use lists of owners of cars of other makes in a given price 
class as the basis for direct mail and other sales promotion efforts in behalf 
of the corresponding cars in their lines. 


In the industrial field a machine tool builder can aim his sales messages 
at executives of metal working companies with the assurance that they are 
either immediate or future prospects for his more efficient equipment. 


It pays to back up advertising which reaches a broad segment of the public 
with more specialized sales promotion. Inquiries and other advertising re- 
Sponse, when properly qualified, can be given special treatment which will ex- 
tract full value from these expensive leads. Salesmen and dealers enthuse 
over programs which help them to close business. If you want them to love 
spell out exactly just how your sales promotion is going to help them make 


more money -= now. 
¢ 5 5 ‘ ( t VAs 
— 


G. D. Crain Jr. 
Publisher 
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IDEA NO. 167 Sales Promotion — Part of Honeywell Management ..... . 


Double-Duty Beauties The winner of the annual AR award to the Sales Promotion 


i sic asiaini thio Executive of the Year, as selected by SPEA, is named and 
you re UCKY ¢ 0 Z 0 zene . 

ious enough—to develop a dual- his program described Rospert B. Konrkow 
purpose Kleen-Stik display, you 
yet double the exposure doubk 
the impact double the Kleen- 
Stik benefits. Sales Promotion 
Mer. Bob Urban did it for Helene ot. 

egal Problems in Advertising — IV 
Curtis lodustries., Chicago, with ‘sa Oe ee eae ; 6 
this series of colorful displays, each The final selection from Kenyon & Eckhardt’s copyri¢ Ate d 
I pyrig 


with a strip of moistureless, casy 5] | 
tnual i > f r ‘ f 
to-apply Klera-Stth. Quick as manual includes a set of standard release forms 
1-2-3, the dealer or salesman can 
peel off the backing paper and 
attach as a Shelf Talker or as a 
Bottle Topper. Ronnie Taub 
handled the production for Creative Operation Big Changeover 
Sicaices, tian. Chaends. J oe eRe HOE. 
i P —_— How Calso faced the problem of changing its name to 
Chevron and turned it into a plus. Max F. Barry 


elle 
GELF-STIK-ing Pa 


® All about Product Miniatures ................65. 
The Advertisers Buying Guide describes several kinds of 
ways in which advertisers use small reproductions of their 
products, and gives sources and costs BetTE MAcon 


TRANS -CAMADA AIR LIMES 


IDEA NO 


How Layout can Beat the Premium Position Charge ...... 
to Galle lesen Stique! Here are some practical ways to get your ad better posi- 


tions without extra costs WILLIAM LANG 
Which is worse baggage stickers 


that don't stick to baggage? or 
those that stick too well? J. A. 
MeGee, Dir. of Advertising 
for Trans-Canada Air Lines, 
Montreal, solved both problems with Have Fun with Type 
labels of easy-to-apply, casy-to-re- A pastime of a typographer is to set type to tell its story 
move Khleen-Stik Kromekote. ~ 

Attractively printed in color, they without reading the words in which it is set. 

feature instructions on the back in 

English and French. But in any 

language this modern, moisture- 

less adhesive sticks tight on all types 

of luggage yet is easily removed 

whe age Ross-Ellis, Lid... 7 Tomorrow's Package Today Stee e 9 
Montreal, did the handsome print- = 
ing, J. O'Connor supervising. 
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One of the categories in this year’s folding box competition 

was for packages which point the way to the future. Here 

: are the winners in this group 

Kleen-Stik is the “miracle’ , F 

material that creates its own 

. ideas! See your regular 

lithographer, or sith 

‘ for samples .. . or 

write direct on your letter- 
head. 


N331¥% 


® Put a Cover on it . 
An agency executive describes how you can add impact to a 
simple letter or folder by sending it out with a specially 
and inexpensively designed cover. Ken NELSON 


S$OC OR CHOPS ECHC SHER CC CEHKHEO BHO GCC Ce © 


wiis 


ee | Offset Papers: Past, Present, Future .................. 
7300 West Wilson Avenue 


Chicago 31, titncts A paper expert looks at the papers now available for 
7 lithography and predicts what paper buyers will be able 
to count on in the near future. RONALD I. DRAKE 
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OF CONTENTS 


Why Hamilton Uses FM Radio 
In order to reach a quality market, this national manufac- 
turer has found that he can use “good music” stations effec- 
tively, and his surveys back up his decision. 


Do-it-Yourself Slides Add TV Impact 
A used car dealer has found that he can show more cars 
on television at less cost with instant photography. 
Bert GOLDRATH 


How to Play it Cool, Man! bide 
Playboy’s promotion manager tells how a goodwill-building 
) 3 I ¢ g { 
promotion event was so successful it became self-sustaining. 


Victor A. Lownes III 


Running an Exhibit without Exhibitors 
A St. Louis utility invited manufacturers to participate 
in an exhibit, but to leave salesmen at home. 


MILpreD WEILER 


Selling Buildings by Mail 
The success of this mail campaign depended on a careful 
analysis of prospects and systematic list building. 


Making Color Photography Go Farther in a Unified Catalog 
Brunswick-Balke-Collender’s school division catalog had 
to serve multiple purposes, demonstrate quality and taste, 
and keep within a reasonable budget. KENNETH E. MARKEL 
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37 AR Reprint 
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81 
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MINIMIZE 
PASTE ACTION 
ON YOUR 
POSTERS! 


NAZ-DAR 24-000 SERIES 
24-SHEET POSTER COLORS 


This is the recently introduced line 
of 24-sheet colors which is causing 
a mild sensation among poster 
printers. Specifically formulated to 
minimize paste action during post- 
ing Operations, NAZ-DAR 24-000 
Series Inks retain their initial color 
strength . . . deliver the lasting vis- 


val impact you must have! 


When planning your next outdoor 
campaign, consider the expense of 
preparation . . . board space... 
your sales expectations . . . and 
then, consider the insignificant cost 


of silk screen ink used in printing. 


It makes sense to protect the total 
investment—assure your campaign 
maximum visual impact from the 
first day of showing to the very last 
— by specifying NAZ-DAR 24-000 
Series 24-Sheet Colors! 


They cost no more than regular 
poster inks .. . give you bonus mile- 


age during every run. 


Write today for your set of 24-000 
Series color chips. A handy reference used 
by many of America's leading 
advertisers to prepare the 24-sheet 


campaigns you see that sell! 


Consult your 
Screen Process Printer for 
helpful P.O.P. suggestions. 


The NAZ-DAR Company 
461 Milwaukee Avenue 
Chicago 10, Illinois 
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ATCHIocK 
BINDER 


The Zuactical 
Proposal Cover 


ame Low in cost, easy to use 


ae Paves lie flat 
fully 


edge 


turn easily, 
visible from edge to 


ame 6” and %” capacities 


game Artificial leather or paper 
in a wide range of colors 


gam Available from stock 


gee Prompt shipment 


Also your resource for: 


¢ Vinyl, Casebound and 
Special Catalog Covers 


¢ Acetate Tabbed Indexes 


* Acetate Sheet Protectors 


BEAVERITE PRODUCTS. INC. 
Beaver Falls, N. Y. 


Please send sample of Latch 


Lock Binder 


Name 
Firm 
Address 


We need (quantity) 


covers 


Decoration Yes No 
SSB eB eeee ee eee eee 
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Survey on Survey... 


Researchers Look at 

Supermarkets, Their 

Methods and Shoppers 
This seems to have been survey 


month at AR Fo. 


which we 
than the 


some reason, 
need not go into, more 
usual number of surveys, 
of broad, sweeping reports, ol criti- 
have reached this desk 
Editorially, they 
dle. Being largely figures, which are 
difficult 
And if you don't 
they are too long 


cal essays 


are hard to han- 


already concise they are 
to SUMMmMariZe 
them, 


But at any 


UlmMmMariZe 
rate, this month, 
among the haul, was a small group 
which seems to add up to more put 
together than they 


And we'll make 


exception by trying to run over the 


do individually 


somewhat of an 


highlights of these, just to indicate 
the directions in which they seem 


to point 


> First is the handsomely presented 
6th Du _ Pont 
Habits Study 


Today's 


Consumer Buying 
which has the title 
3uying Decisions.” The 
most startling fact to emerge from 
the study is that today, almost 51°, 
of all 
unplanned, continuing a steady in- 
crease from the 48°; of 1954 and 
the 38.4°; in 1949. This means that 


more than half the things bought 


supermarket purchases are 


are selected on the basis of in-store 
suggestion, impelled by packaging, 
display or price. To this must be 
added another 19 


housewife got something other than 


where the 


mind 
walked into the store 
Other facts, like the 


supermarkets, or the 


what she had in when she 
growth of 
profile of a 
typical shopper, come out of the 
survey (which can be obtained by 
writing Dept. BH, Film Dept., Du 
Pont Co., Wilmington 98), but the 
growth of in-store decisions is the 


most pertinent one here 


> Now that we're inside the store, 


let’s take a look at 


what we see, 


through the eyes of a survey pre- 
pared by Mass Marketing Research 
for Schneider Press (615 W. 131 
St., New York 27). The survey at- 
tempted to find out 
market executives 
thought of 
And considering the in- 
fluence, according to the Du Pont 
survey, that in-store materials ob 
viously 


from super- 
what _ they 


point-of-purchase ma- 
terials 


must have, the opinion of 
these men is important 

Six out of ten respondents 
thought that the p.o.p. material they 
were receiving was dull—that they 
were getting the same kind of stereo- 
typed material time after time. Yet 
approximately the same percentage 
stated that they would not like to 
do without it! 

To find out the reasons for this 
apparently attitude, 
the surveyors conducted interviews 
in depth, and came up with the fol- 
lowing summary of the psychologi- 


contradictory 


cal tone of supermarket manage- 
ment 

Executives, they believe, feel 
that both manufacturers and agen- 
cies are really very unfamiliar with 
the supermarket business, and they 
are not really aware of how point- 
of-purchase works and what it is 
supposed to do. In 


executives feel that 


addition, the 
manufacturers 
do not show a genuine interest in 
the needs of the operator of a retail 
business, do not avail 
of the 


store management 


themselves 
accumulated experience of 
While the survey reports in some 


detail on the separate aspects of 


such as color, design and 


distribution, perhaps the most in- 


p.o.p., 


teresting section is the conclusion, 
in which the survey team comes up 
with 10 recommendations 
for improving p.o.p. 


specific 


programming. 
1. Manufacturers and agencies must 
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63—Tempo Bold Condensed; 66 
8] Bernhard Modern; 86 
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nd Bold Italic; 73——Bodoni Bold Italic 
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113—Mandate 117 


Heavy Condensed 


Karnak Black 
Balzac Brush; 121 


95—Bodoni Bold; 100 





Any number wins when you order from 
the new HAMMERMILL GRAPHICOPY 
PAPER SELECTION GUIDE 


Don’t gamble. Don’t guess. Simply run your 
finger down the new Guide and choose the 
right Hammermill Graphicopy Paper for your 
printing, duplicating and office use. 


only the Hammermill Graphicopy number. 

For example, “10-018”. That stands for 
Hammermill Bond, 8% x 11, white, 3-hole 
punched, substance 20. You won’t even have 
Then pick up the telephone, call your to mention the grade, size, color or weight of 


the paper you want. Just the number. Easy? 


nearby Hammermill supplier and give him 


BAMMERMILL GRAPHICOPY ” PAPER SELECTION GUIDE 


If your walls are already spoken for, the Graphicopy 
Paper Selection Guide will fold into a file-size or 
drawer-size piece. Top-edge title is easy to spot. 


New 1960 Graphicopy Guide makes handy 1134x273 Ask your Hammermill supplier for the new Graphi- 
wall chart. One glance tells you the paper you need copy Paper Selection Guide, or write Hammermill 
—and its order number. Re-ordering is easier, too. Paper Company, 1469 East Lake Road, Erie 6, Pa. 
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Just another 
wire display? 
... Well hardly! 


te 


This one is unusual because it 
is getting and holding locations 
in better class stores that usually 
demand much more expensive 
wood or sheet metal displays. 


How was it done ? Through the 
combined knowledge of the ad- 
vertiser and our design group. 


Appearance is part of the an- 
swer of course. We often use wood 
or hardboard panels to dress up 
displays. In this case our designers 
were able to complement an at- 
tractive functional arrangement of 
the product with a clean simple 
appearance-design using wire 
alone. This resulted in a substan- 
tial saving. 


The advertiser carefully 
planned the assortment for great- 
est turnover of each item, so as to 
help the retailer get maximum 
sales from the space used. He also 
wisely elected to use a small sign 
so that the display can serve as a 
fixture in quality outlets. 


Let us work with you on your 
next display problem. 


INDIANA WIRE & SPECIALTY CO., INC. 
DALY and SHELBY STREETS 


INDIANAPOLIS, INDIANA 


Manutacturers and Designers of Displays from 
Wire in combination with other materials 


since 1045 
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not only acquaint themselves with 
the needs and wants of individual 
chains, they must make a deter- 
mined effort to learn more about 
such needs 


2. Pull out all the stops in order to 
insure proper presentation of p.o.p. 
material. Train and educate sales- 
men in this field as part of a total 
sales training program 


3. Make use of the knowledge of 
individuals and companies who ac- 
tually prepare this material: the 
designer, the copywriter, the print- 
er, the artist, etc 


4. Use these people as part of a 
“team for creativity and produc- 
tivity,” and not as people whos: 
job it is to simply turn out the 
work 


5. Pretest on a small scale whereve 
possible, for both consumer and re- 
tailer reaction. This insures a high- 
er degree of receptivity and impact 
than when p.o.p. material is pro- 
duced on the assumption it is good. 


6. Provide for a continuous survey 
program that can be quickly and 
economically administered in order 
to check on results, gripes, likes and 
dislikes of supermarket chains. 


7. Greater consideration must be 
given to ease of assembly and time 
required to display p.o.p. material. 
Store personnel time is at a pre- 
mium as far as effective use of time 
is concerned, 


8. Make use of modern themes: the 
space age, “nutritional state of the 
Union,” the illuminated, animated, 
self-powered display 


9. Tie in p.o.p. material wherever 
possible with sectional and regional 
advertising programs. 


10. Finally—the over-all umbrella 


become experts, or use experts. 
Learn in detail the problems of the 
retailer. This does not mean “learn 
the retail business,’ but rather 
learn about the problems of the re- 


tailer in relation to p.o.p. material. 


> In a way, “The New Era of the 
Sophisticated Shopper,” another in 
the brilliant series of reports on 
basic merchandising trends written 
by E. B. Weiss, Doyle Dane Bern- 
bach Inc. (20 W. 43d St., New York 
36), is the gravy added to the meat 
of the previous two surveys. Mr. 
Weiss takes a perceptive look at the 
shopper of today, not only her 
changing economic status, but her 
changing attitude towards the act 
of shopping itself. A sucker, says 
Mr. Weiss, no longer comes into 
shopping adulthood every minute 


It happens perhaps every two min 
utes, or even every three minutes 
The sophistication, the awareness, of 
the shopper is leaping ahead, and 
getting far beyond the ability of 
some retailers to comprehend. 
To keep up volume and profits, 
Mr. Weiss believes, the retailer must 
change his approach and his habits 
to meet these advancing needs. And 
by implication, of course, the man- 
ufacturer-supplier should also be 
changing, and should take a good 
look at his advertising program, his 
premiums, his contests, his pack- 
aging and point-of-purchase, to be 
sure he is not losing touch with his 
best and most influential markets 


New Products Ahead . . The 
January 1960 issue of Grey Matter. 
Grey Advertising Agency’s spright- 
ly newsletter, in its national adver- 
tisers’ edition, predicts that there 
will be increased pressures in the 
next decade towards new products, 
leading to increased difficulty in 
a new product’s making its mark 
Rather wryly, Grey Matter makes 
the following comment: 

“Historically, new products have 
been planned primarily to fill com- 
pany needs rather than consumer 
wants. For example, here is a typical 
checklist used as a guide to eval- 
uate new products: 


1. To use up excess plant capacity: 


2. To take up slack in manpower 
and facilities; 


3. To make maximum use of sales 
organization; 


1. To prevent wasting by-products; 
5. To employ surplus capital; 


6. To provide a hedge against slack 
seasons; 


7. To offset declining market for a 
company’s basic products.” 


In addition to planning for the 
company rather than the consumer, 
Grey Matter considers the other 
major cause of new approach fail- 
ure the neglect of the retailer and 
his special needs. 


Help Wanted .. Our eye was 
caught by a small ad in a recent is- 
sue of Variety, and we couldn’t help 
wondering if this was the start of 
a new trend. The head, in all caps, 
read: “Comedians Wanted as Sales- 
men,” and the text went like this: 
“Only those with great emotional 
and sincere feelings need apply. 
Personalities like the greats 

the real people ... Alexander King, 
Jonathan Winters, Oscar Levant, 
Al Kelly and Fred Lods. Fill in by 
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ARE OU \! , [ter the designer has approved the last 


piece of art...after the presses are quiet...after the mails deliver the message 
will it be read?...add the assurance of paper with the extra dimension, , Quality 
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“Text Papers—for texture, color and a lasting impression. 
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ago, Illinois 
James White Paper Company 
Bermingham & Prosser Company 
nter Paper Company 
Paper Company 
nnat Ohio 
The Chatfield Paper Corporation 
The Diem & Wing Paper Company 
-veland, Ohio 
The Millcraft Paper Company 
The Cleveland Paper Company 
The Alling & Cory Company 
umbia, Sd. 
Epes Fitzgerald Paper Company 
Columbus, Ohio 
The Central Ohio Paper Company 
Dallas, Texas 
Olmsted-Kirk Company 
Dayton, Ohio 
The Central Ohio Paper Company 
Denver, Colo 
Carpenter Paper Company 
Des Moines, lowa 
Carpenter Paper Company 
Detroit, Michigan 
Seaman Patrick Paper Company 
The Union Paper & Twine Company 
Fort Wayne, Indiana 
The Milicraft Paper Company 
Fort Worth, Texas 
Olmsted-Kirk Company 
Fresno, Calif 
Blake, Moffitt & Towne 
Grand Rapids, Michigan 
Carpenter Paper Company 
Hagerstown, Md 
Antietam Paper Company, Inc 
Harrisburg, Pa 
The Alling & Cory Company 
Hartford, Conn 
The Rourke-Eno Paper Co., Inc 
Henry Lindenmeyr & Sons 
Houston, Texas 
L. S. Bosworth Company, Inc 
Otmsted-Kirk Co. of Houston 
Indianapolis, Indiana 
Crescent Paper Company 
Jackson, Miss 
Jackson Paper Company, Inc 
Jacksonville, Florida 
Knight Bros. Paper Company 


Jamestown, N.Y 

The Milicraft Paper Company 
Kansas City, Mo 

Bermingham & Prosser Company 

Carpenter Paper Company 
Knoxville, Tenn 

Southern Paper Company 
Lansing, Michigan 

The Dudley Paper Company 
Lincoln, Nebr 

Carpenter Paper Company 
Little Rock, Ark 

Roach Paper Company 
Long Beach, Calif. 

Blake, Moffitt & Towne 
Los Angeles, Calif 

Blake, Moffitt & Towne 
Louisville, Ky 

Rowland Paper Company 

Louisville Paper & Manufacturing Co 
Lynchburg, Va 

Caskie Paper Company, Inc. 
Manchester, N.H 

C. H. Robinson Company 
Memphis, Tenn 

Roach Paper Company 
Meridian, Miss 

Newell Paper Company 
Miami, Florida 

Knight Bros. Paper Company 
Milwaukee, Wisc 

Nackie Paper Company 
Minneapolis, Minn 

The Paper Supply Company, Inc 

Carpenter Paper Company 
Nashville, Tenn 

Clements Paper Company 
Newark, N. J 

Linde-Lathrop Paper Company 

Henry Lindenmeyr & Sons 

Bulkley Dunton & Co 
New Haven, Conn 

The Rourke-Eno Paper Co., Inc 

Carter Rice Storrs & Bement, Inc 
New Orleans, La. 

Aico Paper Company, Inc 
New York City 

Henry Lindenmeyr & Sons 

Schlosser Paper Corporation 

The Alling & Cory Company 

Miller & Wright Paper Company 

Linde-Lathrop Paper Company, Inc. 

Bulkley Dunton & Co. 

Marquardt & Company, Inc 


Oakland, Calif 


Blake, Moffitt & Towne 
Oklahoma City, Okla 

Carpenter Paper Company 
Omaha, Nebr 

Field Paper Company 

Carpenter Paper Company 
Orlando, Florida 

Knight Bros. Paper Company 
Philadelphia, Pa 

Raymond & McNutt Company 

A. Hartung & Company 

The J. L. N. Smythe Company 

Schuylkill Paper Company 
Phoenix, Ariz 

Blake, Moffitt & Towne 
Pittsburgh, Pa 

The Chatfield & Woods Co. of Pa 

The Alling & Cory Company 
Portland, Maine 

C. H. Robinson Company 
Portiand, Oregon 

Blake, Moffitt & Towne 


Strathmore Paper Company, West Springfield, Massachusetts 


Providence, R. | 
Narragansett Paper Company 
Carter Rice Storrs & Bement, Inc. 

Reno, Nevada 
Blake, Moffitt & Towne 

Richmond, Va 
Richmond Paper Company 
B. W. Wilson Paper Company 

Rochester, N. Y 
The Alling & Cory Company 

Sacramento, Calif 
Biake, Moffitt & Towne 

St. Louis, Mo 
Beacon Paper Company 
Bermingham & Prosser Company 

St. Paul, Minn 
Anchor Paper Company 

San Antonio, Texas 
Carpenter Paper Company 

San Bernardino, Calif 
Blake, Moffitt & Towne 

San Diego, Calif 
Blake, Moffitt & Towne 

San Francisco, Calif 
Blake, Moffitt & Towne 

San Jose, Calif 
Blake, Moffitt & Towne 

Scranton, Pa 
Megargee Brothers, Inc 

Seattle, Wash 
Blake, Moffitt & Towne 

Sioux City, lowa 
Carpenter Paper Company 

Spokane, Wash 
Blake, Moffitt & Towne 

Springfield, Ill 
Capital City Paper Company 

Springfield, Mass 
Carter Rice Storrs & Bement, Inc 

Stockton, Calif 
Blake, Moffitt & Towne 

Syracuse, N. Y 
J. & F. B. Garrett Company 
The Alling & Cory Company 

Tacoma, Wash 
Blake, Moffitt & Towne 

Tallahassee, Florida 
Knight Bros. Paper Company 

Tampa, Florida 
Knight Bros. Paper Company 

Toledo, Ohio 
The Milicraft Paper Company 
The Central Ohio Paper Company 

Troy, N.Y 
Troy Paper Corporation 

Tucson, Ariz 
Blake, Moffitt & Towne 

Tulsa, Okla 
Tulsa Paper Company 

Utica, N. Y. 

The Alling & Cory Company 

Waco, Texas 
Olmsted-Kirk Company 

Washington, D. C 
R. P. Andrews Paper Company 
Barton, Duer & Koch Paper Co 

Wichita, Kans. 

Wichita Paper Company, Inc. 

Wilkes-Barre, Pa 
Megargee Brothers, Inc. 

Wilmington, Del. 

Schuylkill Paper Company 

Worcester, Mass 
Butler-Dearden Paper Service, Inc. 
Carter Rice Storrs & Bement, Inc 

York, Pa 
Andrews Paper House of York 





Printed in U.S.A 


selling direct to consumers home 
improvements. Boy, do I need your 
help! Salary open. Phone AX 1- 
6353 for appointment” 44 


Conventions 


All meetings listed here are annual 


conventions, unless otherwise described. 


MAY 


1-7 Society of Motion Picture and 
Television Engineers, Ambassador, Los 
Angeles 


3-7 {dvertising Services Exhibition, 


Exhibition Hall, Harrogate, England 


5-8 . Vational {rt Materials Trade 
{ss 


’ KE due water Beach, ( hicago 


5-8 Vatl. Assn. of Photo-Lithogra 
phers. Conrad Hilton, Chicago 


7-13 Vatl. Conference The Society 
of the Plastics Industry Ine Queen ol 


Bermuda en route 


8-10 Magazine Publishers Assn V hie 
Greenbrier, White Sulphur Springs, W 
Va 


10-13 Catholic Press ssn., Statler 
Hilton, Washington 


11-13 Society of the Plastics Indus 


try |r Americana Hotel, Bal Harbour, 
Fla 


12-13 pecial Marketing Conference 
{merican Vanagement {ssn Drake, 


( hicago 


13-14 Point-of-Purchase {dvertising 


Institute, third annual meeting, Mayflower, 


\ ishington 


15-18 Business Aids Show, Natl 
Sales Executives, Statler-Hilton, Buffalo 


N.Y 


18-20 Vatior l 
ler-Hilton, Buffalo 


23-25 ssoctation of Railroad Adver 
tising Manag Diplomat Hollywood, 
Fla 

23-25 Research & Engineering 


Council of the Graphic {rts. Biltmore. 
Dayton, Ohio 


23-26 Design Engineering Shou 
Coliseum, New York 


29-June 1 {dvertising Federation 
of America, Waldorf-Astoria, New York 


JUNE 


1-3 International Advertising Assn.. 
Waldorf-Astoria, New York 


5-8 {ssn. of Industrial Advertisers 


Show, Shoreham, Washington 

5-9 International Convention, Adver 
tising Federation of America. Astor, New 
York 


8-9 ‘ atl rinar for Business 


the right type? 
specify: 


BAUER CLASSIC 


it is the right type. 
Available in Roman and Italic 
from 8 to 48 point. 
For specimen sheets 
write on your letterhead to: 
BAUER ALPHABETS, INC. 
235 EAST 45TH STREET 
NEW YorK 17, N. Y. 
OXFORD 7-1797-8-9 


pao BBs 
ee 


e 


ea Critical viewing of color proofs should 
ith se not be done under a fluorescent light 
at " source. Such illumination will subtract 
ate itea stele from the magenta primary to a serious 
PEOPLE - degree resulting in an unsatisfactory 
balance of all colors. 
Lt 
BSS ot: EE EE AS 


HUTCHINGS & MELVILLE, Inc. f 
custom photoengraving Mi [| Mi 
4043 N. Ravenswood Avenue, Chicago 13 


Expert pre-corre¢ h powderless etching of copper 
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Personalize your sales literature 
catalogs, price lists, presentations 
with attractively printed front cover 
designs. Accopress® binders will be 
printed to order—artistically, inex 
pensively, in colors and /or embossed 
Presentation covers also available 
with die-cut panel and acetate 
window. 


New instant binder for sales presen- 
tations, photos, catalog sheets, work 
sheets. Grips at a touch of the finger! 
No marring. Of firm genuine press- 
board, Accogrip* stands up in use, 
stays bright and new-looking for 
years. Red, black, grey, green or 
blue. Letter, legal or special sizes. 


®Registered Trade Mark 
IM pending 


For more ideas on up-to-date filing 
and presentation aids, ask for Acco's 
new booklet “Ideas That Save Time 
and Space” —/free at better office out- 
fitters, or write 


ACCO PRODUCTS 
A Division or Natser CorPoRATION 
Ogdensburg, N. Y 
‘n Canada 


Acco Canadian Co., Ltd Toronto 
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for wou 
to enter 


Industrial Design Awards 
Sponsored by the Industrial Desig 
Institute. 441 Madison A Vew Yor 


Open to designer or team ol signe! 


lo outstanding design of any product 
mass-] roduced prior to May | 1960. Er 
trv mav be made either by the designer 
himself, or by anyone else on behalf of 
the designer. Request forms from Paul 
R. Mac Aliste Chairman, 1226 N. Deas 
born, Chicago 10 

Closes May 14, 1960 


Printing Stamp Awards 
Sponsored by Internationa n. Print 
ng House Craftsmen Open 
connected with the et iplie arts o illied 
industries for best stamp desi I 

Printing Week Finishe | 

drawing must be 3x3%; in’ black-and 

white no screen. Design and 
should be appropriate and = should 
clude the words “Printing Week” as well 
is the date January 15-21, 1961.” Mail 
entries to Intl Printing Week Stamy 

Contest William H 

1817 S. Mint St 


lina 


anvolie 


ternational 


Evans, Chairmar 
Charlotte 3, N. Caro 


Closes May 25, 1960 


ASNA Awards 
Sponsored hy the {dvertising Specialty 
Vational Assn 1145 19th St Vit 
Washington 6, D.C. Open to all kinds of 
campal is which used i specialty item 
' part of the 


for outstanding use of specialties is di 


promotion, Competition 
ided into two categories: budgets over 
$1,000 and budgets under that) figure 
Full details are available from ASNA 
June 1, 1960 


A. Awards 
Sponsored by the Printing Industry of 
Ime r Ine Viller Printing Machin 
ery Co. Open to all letterpress, litho 
allied 
process printers in the United States and 
Canada. Entering 


raphis vravure, silkscreen or 
companies will — be 
separated into three categories based on 
the number of employes. In each cate 
vory entries of both campaigns and in 
dividual specimens will be judged on the 
basis of the best self-advertising used 
between August 15, 1959 and September 
10, 1960. Judging points will be given 
on idea, copy, design, and quality of 
reproduction plus continuity and results 
in campaigns. Awards consist of three 
$1.000 cash prizes ; nine Benjamin 
Franklin Statuettes; “Best Fifty” cer 
tificates. For entry forms, ete., write 
Printing Industry of America Inc., 5728 
Connecticut Av., Washington 15; Miller 
Printing Machinery Co., 1117 Reedsdale 
St., Pittsburgh 33: or Sears Limited, 
253 Spadina Rd., Toronto 4, Canada 

Closes Sept. 30, 1960 


Car Card Awards 
Sponsored hy Natl. Assn. of Transporta 


tivt ver i Ine lO EL ddrd St 

Veu Fy Monthly 

open to advertisers, agencies and graph 
arts leaders for best car card of the 

month. Winning entry will be picked 

from a different city each month from 


imong car cards submitted by NATA 


members 


competition 


advertisers 
throughout the country. Best of monthly 


apencies and 


vinners will receive award for the out 
standing car card of the year. 
Closes monthly 
Printing 
Sponsored by 
Y psilant Vich. Entries may be sub 
mitted by paper merchant or sent to 
Contest, P. O. Box 2256 
Detroit Open to advertisers, 


Peninsular Paper Co 


Peninsular 
ivencies 
ind printers for any job printed on 
Peninsular cover or text stock. Each 
month three winners will receive 
iwards 


Closes last day of each month 








Aug. 1-31 
National Sandwich Month . . Spon 
sored by Wheat Flour Institute, 309 W 
Jackson Blvd., Chicago 6 
Remember The { La Mode ‘ .» Spon 
sored by American Dairy Assn., 20 N 
Wacker Dr., Chicago 6 


International Junior Golf Tournament 
Junior and Boys Tennis Tournament 
Teenage Safe Driving Road-e-o ... all 
sponsored by U. S. Junior Chamber of 
Commerce, 2lst and Main Sts., Tulsa, 


Okla 


August 1-6 
Vational Make It Yourself with Wool 
K eek e e sponsored by The Wool 
Bureau Inc., 16 W. 46th St., New York 


6 


Aug. 1-7 
Vational Clown Week . 
Clown Club of America, c/o John M 
Engel, Secretary, 265 Edinburg Rd., 


Mercerville, Trenton 9, N. J. 


° sponsored by 


Aug. 4-13 
National Green Olive Week . . Spon- 
sored by Spanish Green Olive Commis 
sion, 55 E. Washington Av., Chicago 
Aug. 7 
Friendship Day sponsored by Hall 
mark Cards Ine., Kansas City 41, Mo 


Aug. 8 
International Character Day : spon 
sored by Intl. Assn. of Characters, Box 
1977, Phoenix, Ariz. 


Aug. 19 
National Aviation Day 
Proclamation ) 


(Presidential 


“Aug. 22-27 
Nat mal Denim Week... sponsored by 
The Denim Council, 350 Fifth Av., New 
York 


° 1960 
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for ADMEN 


@ The Package, by Mildred Con- 
stantine; published by the Museum 
of Modern Art, New York, distrib- 
uted by Doubleday and Co. Inc., 40 
pages, $1.25 .. . This is the catalog 
of the Museum of Modern Art’s ex- 
hibition of package design directed 
by Miss Constantine, associate cur- 
ator of graphic design, in the fall 
of 1959. 

As you may remember, the show 
was greeted in some circles with a 
decided lack of enthusiasm. (See 
AR, December 1959) The Package 
Designers Council disliked the show 
on several accounts, charging that 
the Museum was interested only 
in the package as a functional and 
esthetic tool and would not con- 
sider the package in the light of 
marketing and motivational  re- 
search. It also charged the show 
with errors of omission and com- 
mission and indicated that the Mu- 
seum was guilty of commercialism 
for allowing the event to be under- 
written by three manufacturers of 
packaging material. 

At any rate, here it is and wheth- 
er you like it or not may depend 
on where you sit professionally. For 
those of us who are not package 
designers, this booklet offers some 
interesting examples of packaging 
and some that seem quite eccentric. 

If you missed the show and your 
area is packaging, you may want 
this item as a clue to what all the 
shouting was about. E.S. 


@ On the Writing of Advertising, by 
Walter Weir; McGraw-Hill Book 
Co., New York, 206 pages, $5... 
Mr. Weir, a veteran advertising man, 
has written a book that deserves 
reading and rereading by anybody 
who has anything to do with adver- 
tising copy. It is not a “how-to-do- 
it” book; it does not give rules 
which will turn the youngest ap- 
prentice into a top-flight copy writ- 
er. 

What it does do is to approach the 
craft of writing for advertising with 
the same respect as others have ap- 
proached the craft of writing fiction 
or poetry. It looks upon adwriting 
as an art with its own stringent 
rules and requirements. 

Good copy, Mr. Weir asserts, can 
be produced only by the writer who 


approaches his task with sincerity, 
with a respect for what he is doing, 
with an awareness of his responsi- 
bility. In these days of sloppy think- 
ing, this is a welcome freshness. 

From the final chapter, which Mr. 
Weir has called “A Personal Credo,” 
we quote the final paragraph: “I be- 
lieve advertising is essentially one 
human being communicating with 
another; that it is nothing else; that 
it must remain this; and that, unless 
it does, it ultimately fails of its end 
purpose—which must be to benefit, 
not exploit, mankind. I believe that 
unless this concept underlies the 
writing of advertising copy and the 
devising of marketing plans, we who 
write the copy and devise the plans 
fail not only ourselves and our pro- 
fession and our time, but the prom- 
ise of all humanity.” R.B.K. 


e Advertising in America, edited by 
Poyntz Tyler; H. W. Wilson Co., 
New York, 214 pages, $2.50 . . . One 
of the Wilson series “The Reference 
Shelf,” this book will stand on li- 
brary shelves throughout the coun- 
try for many years to come as the 
first source book for students writ- 
ing about advertising. 

It is made up of excerpts from 
magazine articles and books on ad- 
vertising, grouped in three sections: 
Madison Avenue, Media, Social and 
Economic Effects. It is probably as 
unbiased a presentation of the cur- 
rent role of advertising as can be 
achieved. 

The editor ends his introduction 
to the most controversial section, the 
last, with these words: “Some of the 
writers represented hope that 
[advertising] will grace and orna- 
ment the position of power to which 
a notoriously fickle public has once 
more raised it. Others . . . believe it 
already has. Gilbert Seldes, in ‘The 
Immunity of Advertising, is in- 
clined to wait and see. The reade 
may well wish to do the same.” R.B.K. 


@ Alphabet Thesaurus, by Edward 
Rondthaler; Reinhold Publishing 
Corp., New York, 740 pages, $10... 
In reading the preface to this book, 
we thought that Mr. Rondthaler ex- 
pressed the concept of the work so 
well that it would be a shame to 
paraphrase it. He wrote: 

“Looking through this book will 
be a rewarding experience to any- 
one who has the slightest sensitivity 
to alphabet design. Thumb through 
these pages at a leisurely pace and 
let the alphabets speak to you in 
their own language. You will dis- 
cover that you are witnessing what 
might well be called an audition of 


Harper Books 


help 
IMPROVE ADVERTISING 


The New 
Anatomy 
IP of 


eae Advertising 
APPLYING SCIENTIFIC 


METHOD TO THE SOLUTION 
OF ADVERTISING PROBLEMS 


een eT 


By MARK WISEMAN. “*The Scien- 
tific Process of Problem Solving’ 
can bring order to the chaos that 
sometimes exists in the creating 
of advertisements . . . may well 
become a standard in its field.” 
—Library Journal. $5.95 


Copywriter’s 
Guide 


Edited by ELBRUN ROCHFORD 
FRENCH. 34 professionals discuss 
—from the copywriter’s view- 
point — the broad spectrum of 
modern advertising practice. 
$11.95 


T.Y. 
Advertising 


A HANDBOOK 


OF MODERN 
PRACTICE 


By ARTHUR BELLAIRE. A complete 
picture of the planning and crea- 
tion of the commercial side of 
television. 


How to 
Hold a 
Better 
Meeting 


your meeting on the track and 
reach the desired goals. $2.95 


At your bookstore or from 


HARPER & BROTHERS, N. Y. 16 
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Next Month in 


‘AD 


AR reports on the AR brings the best 

Sales Promotion : of the gold medalists 
Executives Association : of Art Director Club 
3d Annual Conference =: shows. 


Outdoor with Personality : Compact Design 


1960 


Kemper’s Continuing Calendar 
Program 


graphic voices: cultured, coarse, 
vigorous, severe, moody, spirited, 
boisterous, subdued, mellow, harsh; 
as varied and as interesting as a 
thousand audible voices, though 
perhaps not so positively identified. 
Or leaf through the book at a faster 
pace, taking time for only a fleeting 
glance, and see if you do not respond 
artistically and emotionally to this 
brilliant display of America’s graph- 
ic voice.” 

The alphabets displayed, more 
than 3,000, are available from Photo- 
Lettering Inc., New York and this 
book represents, in a sense, that 
company’s catalog. But it is much 
more than that. It is a place for 
every selector of lettering to start. 
Here he can see what has been done 
by some of the great letterers of our 
era. 

This book has an excellent index, 
making it an easy-to-use reference 
tool E.S. 


© How to Cut Drawings on Scratch- 
board, by Merritt Cutler; Watson- 
Guptill Publications Inc., New York, 
88 pages, $4... Mr. Cutler takes 
you by the hand on a tour through 
this new medium, new when you 
compare it with the origins of oil 
painting, crayon, watercolor and 
pen and ink. In these older medi- 
ums, it is required that the artist 
put a dark line or tone on a white 
surface. A scratchboard drawing is 
created by cutting through a black 
coating, placed upon the surface of 
a special chalk-coated board, to re- 
veal the white underbody. 

Mr. Cutler’s treatment is com- 
plete. He discusses the tools cutting 
techniques, tone values, applying 
the black ink to the board, and the 
differences in scratchboard between 
drawing the planned picture and 
the unplanned work. 

Of value to the artist and any- 
one in the position of purchasing 
or selecting art. E.S. 


@ Packaging for Sales and Ship- 
ment, published by the Packaging 
Div., American Management Assn., 
New York, 155 pages, $3.75 (AMA 
members: $2.50) . . . This booklet 
collects the texts of 20 papers pre- 
sented at the AMA’s 1959 National 
Packaging Confeernce in Chicago. 

In the first part, eight top execu- 
tives tell the contributions made to 
their companies by packaging in 
reaching the consumer. Four papers 
are on new materials and applica- 
tions, five of packaging for shipment, 
and three on packaging and han- 
dling operations. 

All are written with authority, 
from actual experience. R.B.K. 





ANEW ORLEANS 


Best source of Service on Plastics... 


)/ AUTHORIZED 
PLEXIGLAS 
DISTRIBUTORS 


There are one or more Authorized PLEXIGLAS® Dealers at 
every city shown on the map. This means convenient service 
no matter where you are located. In addition to complete 
service on PLEXIGLAS acrylic plastic, your Authorized 
PLEXIGLAS Dealer can serve you with other plastics and a 
wide range of accessories. He makes prompt deliveries. 
He is qualified to help you with fabrication and technical 
information. His stock includes almost any size and thick- 
ness of PLEXIGLAS in clear, colored, patterned and corru- 
gated sheets. Look for his name under PLEXIGLAS in the 
Plastics section of telephone directories in major cities. 


ra Chemicals for Industry 
ROHM & HAAS 


COMPANY 
WASHINGTON SQUARE, PHILADELPHIA 5, PA. 


In Canada: Rohm & Haas Company of Canada, Ltd., 
West Hill, Ontario 
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ANGRY??? 


Sure | was angry! I’ve been 
using Crescent Cardboard Prod- 
ucts at the studio and home for 
15 years, then this young artist 
we just hired for wash drawings 
tells me he has to work on im- 
ported board. 


Well, I told him I had some- 
thing better, made right here in 
the states. Yessir! I showed him 
some Crescent Extra Heavy 
Water Color Board with the 
100° Strathmore surface. 

Let me tell you... he changed 
his tune pretty quick. Like I’ve 
always said.. 
CRESCENT 
PRODUCTS! 


. you can’t beat 


CARDBOARD 


CRESCENT 
CARDBOARD 
COMPANY 


1240 N. HOMAN AVE./CHICAGO 51, ILL 
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READERS 


Booster Shot 


e I want to highly commend you on 
your excellent editorial: “Need a 
Shot in the Arm” (AR, November, 
P. 3). 

This excellent comment of yours 
should be reprinted by every ad- 
vertising trade journal in the busi- 
ness. But all of them are invariably 
trying to encourage this “follow the 
leader,’ “copyitis” and fear tech- 
nique, and as a result are doing 
much long-term damage to their 
subscribers, and accounts. 

Just let one fellow produce a fresh 
idea, and everyone assumes that he’s 
getting rich with it and will proceed 
to emulate Packard’s “Hidden Per- 
suaders” and “Status Seekers” fool- 
hardy conformity, and then wonder 
why they fail in selling and security 

We've learned to keep quiet, and 
not let the other fellow know what 
we're doing (among my accounts) 
and as a result, all of us are making 
slow but sure progress. Never busi- 
er. Even beginning to see profits for 
a change. 

Paut H. Dyau 

The House of Dyal, New York 


Pictures for New Zealand 


® We are interested in establishing 
a business connection with a top 
U.S. calendar house for the purpose 
of exclusive representation for cal- 
endar subjects, 8x6’, 10x8”, or even 
larger. 

Unfortunately, our import regula- 
tions prohibit the import of com- 
plete calendars, but color prints for 
mounting are admitted. 

We anticipate importing prints to 
the value of $3,000 or more, depend- 
ing on subjects available and suit- 
able arrangements. 

C. K. Becket? 

Managing Director, Beckett 

Agencies Ltd., Auckland, C. 1, 

New Zealand 


(AR readers can get in touch with 
Mr. Beckett at 88 Nelson St. . . Ed.) 


Professors Not Wanted 


@ While AR is not edited for the 
likes of me, I take great value from 


it. As a matter of fact, I have no 
question but that I do more pur- 
chasing on the basis of what I come 
across in AR than from any other 
source. 

I am damned by my title, my 
address and the fact that all pur- 
chases originate from an anony- 
mous purchasing agent on the cam- 
pus. Quite often I fill out you 
Reader’s Service card, and when I 
put my title of Professor down, I 
know my chance of having the 
enquiry answered is at best fifty- 
fifty. Sad, too, when you realize 
that I spend about $20,000 annually 
in graphic arts equipment and sup- 
plies. 

PAUL FISHER 

Professor, School of Journalism, 

Univ. of Missouri, Columbia 


(This backs up our conviction that 
he who influenceth sales is not al- 
ways he who signeth purchase or- 
der. Sellers, take note! . . Ed.) 


Charges Error 


@ Since our bread and butter de- 
pends largely on the continuation of 
a paper record business, you will 
not blame me for being a bit dis- 
turbed over a damaging and un- 
true statement like this one, 
plucked from your February is- 
sue: “... why chance ruining a cus- 
tomer’s expensive diamond stylus 
with an inexpensive [paper] record. 
Ruin the needle and you've lost a 
customer.” 

How can I ruin an “expensive 
diamond needle” when the diamond 
is the very hardest substance in 
the world? Also who told you that 
the diamond touches paper? The 
fact is that it skates smoothly over 
the acetate lamination, which is cer- 
tainly as smooth or possibly smooth- 
er than vinylite. 

We have, these past five years, 
been the behind-the-scenes pro- 
ducer of Auravision for Columbia 
Records—every single one that you 
may have seen. 

Harry GORMAN 

Universal Color Corp., New York 


(We’re sorry Mr. Gorman is un- 
happy, but our Eastern editor, who 
wrote the article, arrived at his 
conclusions after talking to many 





men active in the record field, who 
are using both vinyl and paper. 
It was not an offhand remark. 

The record playing public, it 
seems, has an impression that his 
diamond will be hurt by a paper 
record, and whether this feeling is 
based on fact or fantasy is less im- 
portant to the record sponsor than 
its existence. And diamond needles, 
do wear out in playing .. . Ed.) 


Integrated Promotion 


e I am quite sure you can just 
imagine the pleasant surprise I 
felt when I opened my March copy 
of ADVERTISING REQUIREMENTS to 
your editorial and found you had 
used my recent talk as a basis for 
your message. 

I appreciate the very favorable 
mention, not only of the talk, but 
of the content—which we at Hot- 
point firmly believe in. We are in 
the process right now of getting 
ready for a Sales Promotion Man- 
agers’ conference, and it is our in- 
tention to strongly suggest this in- 
tegration at the distributor level. 

If as many things come from the 
conference as we feel there will, 
one sentence in your editorial— 
“This gives Hotpoint extra values 
and makes the original investment 
profitable in many additional ways” 

is even more meaningful. 

L. J. DIANGELO 

Manager, Advertising and Mer- 

chandising, Hotpoint Co., Chicago 


Giant Playing Cards 


@ We hope you can give us possible 
sources for giant size playing cards. 
The cards need not be authentic 
cards as far as stock is concerned. 
Your magazine continues to be 
the outstanding source we have of 
ideas, new techniques and suppliers. 
PHILip DUPONT 
President, Direct Mail Service Co., 
Charleston, W. Va. 


Needs Perfume 
® Because your publication has 
gained the reputation for locating 
the unusual in advertisers’ needs 
I'm writing you for the names of 
advertising premium suppliers deal- 
ing in perfume. 
ALLAN HALVERSON 
David W. Evans & Associates, Se- 
attle 


(Two names on the way, but may 
we also suggest your best source is 
your nearest advertising specialty 
distributor? . . . Ed.) 


‘The 
copy 
below 
was set at 


100 words 


per 
minute! 


This copy was transcribed 
by a typist on the recording 
unit of a Friden Justowriter, 
thus producing both a first 
proof and a coded paper tape. 
The tape was then inserted 
in the reproducing unit which 
automatically prepared the 
repro proof at 100 words per 
minute, automatically justi- 
fied and error free. 

There is no faster method 
of preparing straight compo- 
sition for reproduction. 


The net output speed of the 
Justowriter is limited only 
by the speed of the typist. If 
she’s a 70-word girl on an 
office typewriter, that’s how 
fast she can operate the re- 
corder. (There’s nothing to 
slow her down: justification 
is automatically performed 
by the machine; errors are 
corrected by simply pres- 
sing one key.) Type faces? 
Take your pick of fourteen 
styles from 8 to 14 point. 


© 1960 FRIDEM, INC 


‘These 
are the 
machines 


that did 


it! .... 


Get full information from your Friden Man, Or write: Friden, Inc., San Leandro, Calif. 
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FREE 


IDEAS FOR 
BUILDING SALES! 


601 W. 26 
New York 1 


VUE-MORE: 


Rush a copy of your new ¢ italog 


A terrify new 
describ 
ing the complete 
line of VUI 

MORI display 
turntables and 
BREVEL anima 


tron motors 


catalog 


Write for your « 
Use the handy coupon above! 


opy today 


Uy 
CY 


VUE-MORE Turntables are: 


quiet PRECISION MADE 
DEPENDABLE GUARANTEED 
TROUBLE-FREE VERSATILE 

U-L APPROVED 


AND FOR YOUR ANIMATED DISPLAYS: 


VUE-MORE CORPORATION 


& Ovemen of GAEVEL PRODUCTS 
601 WEST 26th STREET ° NEW YORK 1. N.Y 
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SOLVED IT 


Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures or 
drawings where possible. ADVERISING REQUIREMENTS will pay 
$10 each for items published here. Send materials to Editor, 


ADVERTISING REQUIREMENTS, 200 E. Illinois St.., 


No material will be 


Chicago 11 


returned unless specifically requested, 


and accompanied by return postage. 


Formula for Keeping 
Mailing List Correct 


Our mailing list, which is’ on 
Addressograph plates, includes any- 
where from one to a dozen plates 
per customer, each plate addressed 
to an individual. Rapid personnel 
turnover in the electrical distrib- 
uting industry, plus the fact that 
many distributors continue to ac 
cept mail addressed to individuals 
no longer in their employ, makes 
it extremely difficult to keep the 
mailing list clean 

Although we have used all the 
conventional techniques for clean- 
ing the list, none has proved as 
effective as a very simple, inex- 
pensive mailing we recently made 
First we ran off the entire mailing 
list on adding machine _ tape 
Wherever there was more than one 
listing for a distributor we cut out 
that section of the tape and stapled 
it to a mimeographed letter. It was 
a very simple, straightforward let- 
ter in which we asked the distribu- 
tor to check over the attached group 
of names and addresses. We used a 
fill-in address (to nobody’s atten- 
tion) at the top of the letter and 
sent out the letter in a window 
envelope. No return envelope; no 
return postage. Yet we got a 66°, 
response. 1,005 letters went out; 664 
came back 

Of the letters that came back, 
10°, indicated that all listings were 
OK. The other 90°; had one or more 

usually more—corrections 

Davi J. Loy 

Sales Promotion Manager, Porce- 

lain Products Co., Carey, Ohio 


Ludlow Slugs Used as 
Business Guest Name Tag 


On various occasions, our organ- 
ization has dinners or luncheons 
where many people meet for the 


first time. In addition to the wearing 


of name tags, we fe It it was neces- 
sary to have some sort of social ice 
breaker that was also appropriate 
to our printing business 

Instead of using ordinary place 
cards, we made triangular wooden 
holders about 342” wide with a slot 
in the center. Inserted into the slot 
was a Ludlow slug using a 24 or 30 
point bold typeface with the indi- 
vidual’s name on it. Since the name 
is reversed on the Ludlow slug, it 
becomes a game to find your place 
setting and good-natured joshing is 
the result 

Also, these place settings serve as 
an excellent paperweight memento 
of the occasion. A large majority of 
our guests keep them. 

RICHARD KOEHLER 

Director, The 


Press Inc., Chicago 


Creative Cuneo 


Written Standards 
Aid Everyone 


Many promotion people have been 
heard to ask, “Why didn’t they get 
it right in the first place!” Right 
seems to be, here, a relative matter, 
according to opinion or preference 

When sending material for art 
work or layouts to studios, we 
found they usually had their own 
ideas about what is “right,” which 
sometimes didn’t agree with ou 
preferences. Rather than get argu- 
mentive about it, we decided to 
send the various studios who do 
work for us a standards sheet (for 
Armour Chemical) 

This sheet outlined some layout 
and typography “guideposts” fo 
our sales literature. Elements such 
as colors, illustrations and typefaces 
were suggested. These were not in- 
violable rules, but deviations from 
the preferences were to be justified 
before-hand, so as not to waste time 
and work in rework. 

E. A. MICcHALS 
Manager, Armout 
Industrial Chemical Co., Chicago 
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diamond white 


LYNN ST. JOHN 


W EDGWOOD*S COATED OFFSET 


This famous Champion paper is now better than ever before, to give you a new 
foundation for color. Special press-proved coatings make it diamond white 
for sparkling reproduction. Tone values are truer, highlights brighter. Same 
famous high speed performance. 


Get the full story from 
your Champion paper merchant THE CHAMPION PAPER AND FIBRE COMPANY, HAMILTON, OHIO 


or write directly to 


THE HAMPION PAPER AND FIBRE C( 


THE PARADE OF CHAMPION MERCHANTS 


QUALITY HOUSES THAT OFFER A QUALITY LINE OF PAPER 


ALABAMA 
The Whitaker Paper Company 


The Partin Paper Company 
W. H. Atkinson. . Fine Papers 


ARIZONA 


Blake, Moffitt & Towne 
Butler Paper Company 
Blake, Moffitt & Towne 


ARKANSAS 


Roach Paper Company 


CALIFORNIA 


Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Carpenter Paper Company 

Blake, Moffitt & Towne 

Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Carpenter Paper Company 

Blake, Moffitt & Towne 

Blake, Moffitt & Towne 


COLORADO 
Graham Paper Company 


CONNECTICUT 


John Carter & Co 
John Carter & Co 


DELAWARE 
Whiting-Patterson Co 


DISTRICT OF COLUMBIA 
The Whitaker Paper Company 


FLORIDA 


The Jacksonville Paper Co 
The Everglade Paper Company 
The Central Paper Company 
The Capital Paper Company 
The Tampa Paper Company 


GEORGIA 
The Whitaker Paper Company 
The Macon Paper Company 
The Atlantic Paper Company 

IDAHO 
Blake, Moffitt & Towne 


ILLINOIS 
Dwight Brothers Paper Company 
Parker, Schmidt & Tucker Paper Co 
Decatur Paper House, Inc 
Peoria Paper House, Inc 
Irwin Paper Company 
Cc. J. Duffey Paper Company 
INDIANA 
The Millcraft Paper Company 
Indiana Paper Company, inc 
1Owa 
Carpenter Paper Company 
Pratt Paper Company 
Carpenter Paper Company 
KANSAS 
Carpenter Paper Company 
Southwest Paper Company 


KENTUCKY 
The Rowland Paper Company, Inc 


LOUISIANA 
The D & W Paper Co., inc 


MAINE 
John Carter & Company, Inc 


MARYLAND 


Garrett-Buchanan Company 
The Whitaker Paper Company 


MASSACHUSETTS 

John Carter & Company, Inc 
John Carter & Company, Inc 
John Carter & Company, inc 


MICHIGAN 


The Whitaker Paper Company 
Central Michigan Paper Co 


MINNESOTA 

Cc. J. Duffey Paper Company 
Inter-City Paper Company 
Cc. J. Duffey Paper Company 
inter-City Paper Company 


MISSISSIPPI 


Jackson Paper Company 
Newell Paper Company 


MISSOURI 
Carpenter Paper Company 
Wertgame Paper Company 
Acme Paper Company 
Shaughnessy-Kniep-Hawe 
Paper Company 


MONTANA 

Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 


NEBRASKA 


Carpenter Paper Company 
Carpenter Paper Company 


NEW HAMPSHIRE 
John Carter & Company, Inc 


NEW JERSEY 


Central Paper Company 
Central Paper Company 


NEW MEXICO 
Carpenter Paper Company 


NEW YORK 
Hudson Valley Paper Co 
Stephens & Company, Inc 
Hubbs & Howe Company 
The Millcraft Paper Company 
ty Forest Paper Co., Inc 
Milton Paper Co., Inc 
Pohiman Paper Co., Inc 
Reinhold-Gould, Inc 
Royal Paper Corporation 
The Whitaker Paper Company 
Bulkley Dunton (Far East 
Bulkley Dunton S. A 
Champion Paper Corp., S. A 
Champion Paper Export Corp 
Genesee Valley Paper Company 


NORTH CAROLINA 

Henley Paper Company 
The Charlotte Paper Company 
Epes-Fitzgerald Paper Company 


OHIO 
The Millcraft Paper Company 
The Cincinnati Cordage & Paper 
Company 
The Whitaker Paper Company 
The Millcraft Paper Company 
Sterling Paper Company 
The Cincinnati Cordage & Paper Co 
Sterling Paper Company 
The Millcraft Paper Company 


OKLAHOMA 

Carpenter Paper Company 
Beene Paper Company 
Tayloe Paper Company 


OREGON 
Blake, Moffitt & Towne 
Carter, Rice & Co 
| Carpenter Paper Company 


PENNSYLVANIA 
Kemmerer Paper Company 
* Garrett-Buchanan Company 
Garrett-Buchanan Company 
Garrett-Buchanan Company 
Paper Merchants, Inc 
Whiting-Patterson Company, Inc 
The Whitaker Paper Company 
Garrett-Buchanan Company 


RHODE ISLAND 
John Carter & Company, Inc 


SOUTH CAROLINA 
Epes-Fitzgerald Paper Company 


SOUTH DAKOTA 
Sioux Falls Paper Company 


TENNESSEE 
Bond-Sanders Paper Company 
The Cincinnati Cordage & 
Paper Company 
Tayloe Paper Company 
Bond-Sanders Paper Company 


TEXAS 

Kerr Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Southwestern Paper Co 
Carpenter Paper Company 
Carpenter Paper Company 


UTAH 


Carpenter Paper Company 

American Paper & Supply 
Company 

Carpenter Paper Company 


VIRGINIA 


Epes-Fitzgerald Paper Company 
Epes-Fitzgerald Paper Company 


WASHINGTON 
Blake, Moffitt & Towne 
Carpenter Paper Company 
Blake, Moffitt & Towne 
Spokane Paper & Stationery Co 
Blake, Moffitt & Towne 
Carpenter Paper Company 


WEST VIRGINIA 


The Cincinnati Cordage & 
Paper Company 


WISCONSIN 
Dwight Brothers Paper Company 


CANADA 
Blake Paper Limited 


THE CHAMPION PAPER AND FIBRE COMPANY 


General Office: Hamilton, Ohio 
Mills at Hamilton, Ohio ... Canton, N. C. ... Pasadena, Texas 
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to help you 


Please order reprints by number. Unless another price is given, each 
sells for 25c. In lots of 10 of any one reprint, the price is 20c each; lots 
of 50 or more, 1 5¢ each; lots of 100 or more, 12'/2¢ each. 


New This Month 


289 How to Move an Agency — by John K. Webster 
A quide for those who must go through this ordea 
290 Design for Corporate ee — by Hap Smith 
desianer tel how to develop your own progran 
291 This is the Specialty madeetey — by Robert B. Konikow 
A quide to the buying of 


292 When an Agency Edits an External 
The story in ind 


Engraving 


112 Do's and Don'ts for Betver nani 
Replies to 


Exhibits 


309 105 Ulcer Reducers ~ Exhibitors 
A Best of AR feat 
280 100 Suggestions for ‘Exhibitors 


klist for exhibit 


ventions and trade 


265 The Magic City 
A Georgia bank de jal exhibit in a trailer to tell its 
250 How Traveling Exhibits Build Good will — by Mildred Weiler 
How Southwestern Bell Telephone handles d 
192 Exhibit Photos — How to Put Them to Work 
How a number of exhibitors use photos of their trade 
191 How to Get More from Your Trade Show Dollars 
— by William S. Orkin 


T J traffic and planning follow-through for your 


splay 


g 
178 The Grentan ‘ pagentent of Fairs as an Advertising Medium 
— by James Joseph 

Fa e a product showcase and a sell 

146 How to Get the Most Benefit om Trade Shows 


Excerpts from Monsanto's exhibit mar 


h con 


il give nany pract 


Miscellaneous 


287 AR Editorial Index, 1939 
A r : nq the 
301 A Basic Guide for Paper Buyers, 
The Best what the adman must know abc 
284 A Simple System for Traffic Saunt a ow Richard V. Morrison 
An agency execut tells how they keep tabs on ad produ 
276 The Big Three Mail Order Catalogs — by Robert B. Konikow (50c) 
A 3-part series which takes you behind the scenes at Sears, Wards & Spiegel 
266 An Inside Look at Worthington's Trademark Thinking 
A presentation for its own staff tells the story behind a new trademark 


220 An Expert Answers Your Questions about Trading Stamps 


AR int ews John W. Young, Eureka 
218 Ten Rules for Believable Testimonials 
How to get the most value from a personal endorsement 

203 Emblems — by Robert M. Marks 

A practical guide to the deve 
202 How | Solved it ($1) 
64-page book containing over 1 elected ‘‘How olved It tor 
201 Advertising Copyrights — ova Robert J. Gates ($1) 


pyright pre 


f jraph 4 np 


151 Color in Advertising — ae Faber Steen 


pert t 
exper . 


Packaging 


306 A Basic Guide to Packaging 
What package hould do for sales, and what 
275 A Guide to Card Packaging — by Dr. John A. Keenan 
An expert describes the kinds of skin or blister pack and how they work 
270 How to Work with a Package Designer — by Robert Sidney Dickens 
A designer’s advice on now to get along with these specialist 
269 How Women Feel About Food ae — by Bette Macon 
A report of a panel discus at which some women shocked the expert 
264 Do Multi-Packs Boost Volume? me by Richard E. Reed 
A report on a carefully ntrolled test which mea ed effects of n 
258 Twenty-nine Ways to Measure Packaging Effectiveness 
— by George J. Bevans 


1 yardstick of ) 


Point-of-Purchase 


310 What Makes Seed P.O.P. Advertising 
A t of AR feature which covers the fundament 
263 Why an ina Opened its Own Supermarket 
— by Kenneth R. MacDonald 
The reasons behind the store run by Cunningham & Walsh 
259 Are You Wasting Your Point-of-Purchase — by A. R. Menzies 
A report on how 24,000 grocery stores use p.o.p. material 
253 How to Merchandise ROP Color — by Mark Cox 
How Wilson & Co ses its full-color newspaper ad 
252 What's in the Future for Point-of-Purchase? — by Les Gallagher 
An adman reports the effects of the changing market place on p.o.p 
242 Twelve Ways to Save Money on P.O.P. — by Jack A. Wichert 
Money-saving ideas from a practical producer 


il ) medium 


Premiums 
312 Do's and Gow t for Premium Buyers 
A Best of AR article gives practical suggestions to improve use of premium 


272 Overseas Proutems Can Add Glamor to your Promotion 
— by William S. Roach 


D rop-shipping prer n fro ar broad has some advantage but risks as well 
251 The Basic Svein — » by John M. Davidson 


A kk t 50 years of premium shows which have constant appeal 


Television & Radio 


308 A Basic Guide to Television Commercials 
The Best of AR Series covers the lems of the tv commercial 
255 Art Production for Velevision ce by Dolph esttin 


Tips or ng money when getting art work ready for tv 
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Everyone reads 


between the lines 


Warren's 


* Gp - May 1960 


Meet a bride making a major buying decision. Shc’: 
leafing through a company’s catalog, page by page. Unconsciously she reads 
between the lines. Does the catalog exemplify the good taste that she wants to 
evidence in her home? Does the message suggest sincerity; is it easily readable; 
are the pictures well printed; does the paper have an appearance of quality? 
Companies that show respect for readers through attention to detail will win 
respect in return. Respectful printing begins with a good printer. See him early. 
Most likely he'll suggest a Warren paper. He'll get better results with Warren 
papers — and so will you. 8. D. Warren Company, 89 Broad St., Boston, Mass. 


printing papers make a good impression 


FINE PRINTING PAPERS FOR ADVERTISING LITERATURE AND THE PUBLISHING OF BOOKS 
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Requirements 


A. O. DIETRICH, Sales Promotion Man- 
ager of the Minneapolis-Honeywell Regu- 
lator Company. has been selected by the 
Sales Promotion Executives Association to 
receive the second annual award presented 
by Advertising Requirements. 


Sales Promotion Executive of the Year 
is an award based on a detailed study of 
the year’s activities and people. Among the 
factors considered are these: 

® Evidence of consistent and effective use 
of sales promotion. 

e Evidence that the individual's efforts have 
caused sales promotion to be recognized 
and adequately supported by his company’s 


management. 


® Evidence of the introduction of new ideas 
and techniques which can profitably be 
adapted for other sales promotion programs. 
Both AR and SPEA are proud of the oppor- 
tunity to honor themselves by honoring this 
year’s recipient of the AR plaque. 


Sales Promotion — Part of 
Honeywell Management 


By Robert B. Konikow 
AR Managing Editor 


To select a single individual as 
THE Sales Promotion Executive of 
the Year is a difficult, almost pre- 
sumptuous, task. There are many 
reasons for.this, chief of which is 
the fact that there are so many fine, 
capable sales promotion men—and 
their number is growing each year, 
as is the general level of standards. 

In addition, sales promotion, by 
its very nature, is a team operation. 
To be outstanding, you need, to be 
sure, an outstanding leader, but he 
must be backed up by a manage- 
ment which fully understands the 
function of 
gives its 
backing. 


sales promotion and 


executives the proper 


> This year’s recipient of the AR 
plaque, Art Dietrich, was selected 


by SPEA, not because of a single 
campaign, but because of a con- 
sistently high level of operation, 
carried on as head of a large staff 
in a large company with varied in- 
terests and a complicated organ- 
ization. 

The company is the Minneapolis- 
Honeywell Regulator Company, this 
year celebrating its 75th anni- 
versary. In 1959, its net sales were 
almost $38142 million dollars, pro- 
duced with an employe roster of 
more than 36,000 people. Initially, 
the company made thermostats to 
control furnaces, and while this is 
still a very important product, to- 
day’s list of products’ includes 
thermostats for all sorts of devices, 
including water heaters and air con- 
ditioning and heating systems, plus 
such varied products as computers, 
micro switches, light switches, ther- 
mometers, flight system components, 
meters and oscillographs, transis- 
tors, flash guns and slide projec- 


tors, not to mention a whole group 
of ordnance products. 

This conglomeration of products 
and producers is almost impossible 
to chart in organized form. Made 
up, as it is, of companies of various 
sizes that have been acquired at 
various times, and which are cur- 
rently in various stages of absorp- 
tion, the corporation has a pattern 
of channels that is hard to explain, 
especially in its sales and advertis- 
ing phases. To some, the contrast 
between Honeywell's obviously suc- 
cessful operations (look at its bal- 
ance sheet!) and its clumsy organ- 
ization is the most interesting thing 
about the company. A writer for 
Fortune gave his lengthy report on 
M-H the title: “The Darn Thing 
Works.” 


> At Honeywell, the Sales Promo- 
tion Manager, A. O. Dietrich, re- 


ports directly to the Vice President 
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in charge of the Merchandising Di- 
vision. Two other men—the Publi- 
cations Manager and the Advertis- 
ing Director—also report to the 
ame vice-pre ident 

Both the latter two sections are 
mall. The Publications Manager, 
who is responsible for M-H’s house 
organ program to its dealers, its 
alesmen, and its Minneapolis em- 
ploye has a staff of only five. The 
Advertising Director responsible for 
the advertising of those divisions of 
the company located in Minneapolis, 
recruiting advertising and the cor- 


porate program, has an_ equally 
mall staff. The advertising depart- 
ment is backed up, of course, by the 
ative facilities of Honeywell's 
Cone & Belding, Chi- 


cago, which handles the accounts 


agency Foote 


of the Residential and Commercial 
Divisions, as well as the corporate 
advertising program and a numbe1 
of other divisions 
for othe: 


Honeywell uses, 
number of 
including Aitkin- 
Kynett Co., Philadelphia; Tool & 
Armstrong, Denver; BBD&O, Bos- 
ton; Louis K. Frank Co., 
Cockfield, Brown & Co., 
Gotham- Vladimir, 

3ut Sales Promotion has a staff 
of about 89 people Reporting to Mi 
Dietrich are the heads of five di- 
visions. The Promotion Copy Su- 
pervisor and his staff handle all 
copy on 


divisions, a 


othe agencies 


Boston 
Toronto 
Chi ago 


promotional material, 


whether internal or external. The 
Art Director has a group of both 
layout and finish artists. He also 


buys whatever artwork or design 


is needed outside. This has amounted, 


in recent 
$30,000 


years, to approximately 


The third section has the respon- 


Walle Wletions 
Carl Wor ont Associates 


divertioing ler. 


"Pebhient om 
ange 
J ; 
Poote, 


Come e 
Belding 


tere Division 


(allows [wtermel 
Seles Melicstion 


Advertising imnager 
foae Products Dtv, 
Seaiconductor Oty, 
Gentrel Devices Div, 
Wiitary Products Group 
Corporate 


Current Plan of Organization Thi 


cludes outside 
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sibility for production and printing 
It also includes 
work on_ the 


illustrators who 
technical manuals 
which are edited in the technical 
section, an unusual adjunct of a 
sales promotion department 

The final section, under the ex- 
hibits and displays manager, has 
responsibility for the design of ex- 
hibits and the letting of contracts 
for production. It also includes a 
photolab, the departmental library, 
and a film unit, with its own pro- 
ducer, artists and writers 


» While Minneapolis-Honeywell has 
many divisions, the Sales Promo- 
tion department works primarily for 
the corporation as a whole and fo1 
the Residential and Commercial di- 
visions, plus some of the smalle: 
ones with headquarters in Minne- 
apolis. Many of the newer divisions, 
away from headquarters, operate on 
their own. Actually, the Minneapolis 
groups include the producers of the 
company’s oldest and best estab- 
lished products, the longest users of 
sales promotion 


Othe: those 
outside of Minneapolis, handle their 


divisions, especially 


own sales promotion programs, but 
can call upon Mr. Dietrich and his 
crew for help, ideas, and sometimes 
coordination. This is especially true 


of the 


exhibit function 


Because 
there are a number of trade shows 
at which more than one division 
of M-H exhibits, 
handled 


group 


coordination is 
through the Minneapolis 


This is a large organization, which 
spends, on outside services and 
$1,000,000 a 


year. In order to see how it op- 


products, more than 





five sections. Both advertising and publication 


erates, and what kind of a program 
it can produce, let’s take a good 
look at three recent promotions 


I. Water Heating Controls 

Early in 1959, Honeywell had de- 
veloped, ready for marketing, anew 
line of water heater controls. But 
it is not easy to break into a new 
market, especially where existing 
suppliers are adequate and there is 
little dissatisfaction on the part of 
the specifiers of original equipment 
In spite of what Honeywell believed 
was a better product, its salesmen 
were having trouble getting ade- 
quate attention paid to its product 
and its story by top management 

The fact that the number of pros- 
pects was limited, and the size of 
the potential order large, indicated 
a dramatic and exciting direct mail 
campaign 

It started with a cryptic telegram, 
sent on January 29 to 115 key ex- 
ecutives. The wire warned that a 
“whole trainload of information on 
new line of water heating controls” 
was being shipped, and that the 
recipient should keep an eye out 
for “first carload shipment.” 


> It is difficult to imagine just what 
these key executives were expect- 
ing after reading this telegram, but 
what they got was a special carton 
with a colorful mailing label de- 
signed around the “Switch to the 
Honeywell Line” theme. Inside was 
a Lionel HO model boxcar, and a 
piece of track on which the cai 
could stand. A folder, which had 
been tucked into the car, with an 
end sticking out its door, illustrated 
the four control models available 
and_ stressed six 


important engli- 


Teoh, Mingusine 
article Uriter 


s shows the relationship of the groups which make up the Merchandising Division, and in 
organizations which operate almost as part of Minneapolis-Honeywell itself 
yroup, with about 89 people, divided int 


Sales promotion is the largest internal 
are small 





neering Improvements 


later, 
This one 


Two weeks another carton 


arrived contained a gon- 
dola car, whose inserted folder went 
into more detail on two of the fea- 
tures, merely listing the others. 
The third after anothe1 
two weeks, derrick 
and a folder. Mailing number four 
held the caboose, with a folder 
which explained the final two en- 
gineering 
The 


motive 


mailing, 


carried a car 


features 
final 


held 


with 


mailing the loco- 
and a folde: the per- 
title, “More Pulling Power.” 
This also carried the announcement 
that a Honeywell representative 
would be along to deliver the trans- 


former and the 


tinent 
rest of the track. 


> This was an 


ideal one to answet questions about 


occasion, of course, 
the new controls and to emphasize 
its strong points. And salesmen had 
no trouble in getting in to see the 
executives. They reported that they 
were able to present their full prod- 
uct story to 94° of the key manu- 
facturing executives. 

This campaign backed up 
with two parallel, but less elaborate, 
campaigns to related groups. The 
first was made up of smaller man- 
ufacturers, 


Was 


manufacturers’ repre- 
sentatives and distributors, a group 
of 5,529 people. Each 
which 
information as 


five 
the 
included 


received 


die-cut pieces carried 


same was 
in the model train series 

Another group, who could be in- 
fluential in selling the product, were 
the group of 25,000 plumbers. These 
received a die-cut 
mailing pieces, each in the shape of 
a railroad cai 

This 


from 


series of three 


spectacular campaign won, 
the Direct Mail Advertising 


Assn., the Henry Hoke Award, and 


Promotion on Rails 
Mr. Dietrich with 
the set of trains 
which carried sales 
promotion literature 
in a dramatic direct 


mail campaign 


what is more important, persuaded, 
before the year was up, two majo} 
manufacturers to switch over to the 


Honeywell Line. 


Il. The 75th Anniversary 
Program 


should be, 
a time for looking ahead as well as 
looking back. This was one of man- 
agement’s chief objectives. Anothei 
factor the program 
the make the celebration 
an important § internal stimulus 
rather than the more common sales- 
building technique. And this must 
be planned in light of the autonomy 


An anniversary is, or 


governing 
desire to 


Was 


Same ie 


Oe on kT 
wu 


Kit for the Seventy-Fifth 


this oversize 
the Sales 


package included sample 


Promotion Division, plu 


of 


all material 


of Honeywell’s divisional structure. 
A single item, developed by the 
sales promotion people in Minne- 
apolis, was the answer, but when 
you say single item, it is somewhat 
of an understatement. The item was 
indeed single—a box 57x12x7’—but 
were multiple, with 
multiple and far-reaching effects. 


its contents 


> This 75th Year Planning Kit, as it 
was called, was sent to 130 key line 
executives, in all divisions of the 
company, and representing all func- 
tions, in early December, 1959. 

The material was bound to at- 
tract attention. The carton had the 
75th anniversary logotype, in red 
and black, in one corner, and across 
the bottom ran the slogan “Im- 
portant: Material Enclosed Re- 
quires your Personal and Immedi- 
ate Attention!” Its size also insisted 
on immediate opening, if only in 
self-defense. 

The 


Was a 


the 
kit, on pale yellow- 
paper, running the entire 
length of the 54” carton. It opened 
to reveal a letter from H. D. Bissell, 
vice president in charge of the mer- 
chandising division, introducing the 
kit, a folder of instructions, which 
itemized the contents of the kit, a 
folder of ideas for its use, and most 
important of all, an blank 
for additional materials. 


thing to greet 


covel 


first eye 


green 


order 


When this was removed, the re- 
cipient could take out, one at a time, 
the items it contained: 


Desk-top Anniversary Flag . . . This 


was only 634x334”, in blue and 


eh ae 


Shipped to 130 key executives throughout the company, 


that could be 


obtained from 


an instruction kit on the celebration 
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Meet the Winner... 


A. O. Dietrich, 


better known as Art, is a man 


who does with enthusiasm whatever he turns his 


hand to. He helped start the Twin Cities Chapter, 


SPEA, and was its first president. He is a director 


of the Citizen’s League of Minneapolis and Hen- 


nepin County, and headed in-plant solicitations 


for the 1960 Minneapolis Community Chest. 


He has been with Honeywell since he graduated 


from the University of Minnesota in 1948, except 
for a hitch in the Marines in WWII, including 20 


months in the Pacifie Theater. 


But he is never too busy to spend time with his 


915 year old daughter and his 4% year old son. 


Outdoor 
the ame 
thi 
out 


irop 


lnniversa) ett d An ad 
ance heet o i vo-color letter 
head to be used throughout 1960 
vas included. Since it would auto 
matically he ipplied to those 
Ision ett tatione 
headquartet lor the 
erved as notice. Thoss 
the ow! ta 


to vet re pro 


chandising div 


Reproduce f7o7 


Artworl This 
a sheet of the two emblem 
had been adopted for the 

able for one-color reprodu 
local advertising and other printed 


jobs 


Anniversary Guest Card De 

signed to fit in the breast pocket of 
visitors’ jackets, this card used the 
anniversary symbol, and had room 
for typing or printing the guest's 
name. These were listed at $30 per 


thousand 


Employe Letter This was an ad- 
vance copy of a letter which would 
be sent to all employes in all di- 
visions during the week of Decem- 
ber 28. Signed by Paul B. Wishart, 
the letter 


was accompanied by an historical 


booklet, 
Years,” 


beginnings of the company 


president of the company, 


“Honeywell—the Early 


Addi- 
tional copies of this 24-page book- 
let were offered at $50 per thousand 
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which told the story of the 


Evolution of the Thermostat” 

This was the title of a more techni- 
cal story which could be used to 
inform new employes, act as a re- 


esher for veterans, or serve as 
background for reporters and writ- 
el Additional copies were avail- 


able at no ¢ xtra charge 


Honeywell Diamond Jubilee 


This was a parlor game especial- 


Game 


designed to ke ep employes aware 


of the salient points of company 
history, and to do it without being 
boring. Each player throws a pall 
of dice to determine how far along 
a path he moves his counter. This 
path has 75 steps, one for each yea 


of M-H’s 


tells what happened to the compa- 


history, and each step 
ny that year. Those years in which 
i new product was introduced have 
a diamond, to be picked up by the 
first player who lands on it 

An additional touch was achieved 
by furnishing a gummed star to be 
placed on the year the employe re- 
ceiving the game 
for the 


started working 
company. This gave the 
landing on_ that 


bonus move 


playe square a 
Finally, players who 
landed on certain squares had to 
pick up a “Profit and Loss” card, 
which bore a message about safety, 
conservation, stockholders, and 
other related information 

While playing this game, simple 
enough for children, competitive 
enough for adults, a great deal of 
Honeywell facts would be bound 
to be learned. Sets were offered at 


15 each 


Personalized Gift Paperweight 

Especially for customer executives, 
this was a cube of Lucite, 17%”, with 
the initials of the recipient floating 
in its center. A little promotional 
copy was engraved on the bottom 
of the cube. Individually boxed, the 
paperweights were $2.50 each. 


Matchbook Packet . A special an- 
niversary matchbook was designed 
for the year, and was suitable fon 
internal use, as well as distribution 
to customer lists. For greater im- 


pression, a sleeve held a packet of 
eight books of matches, and listed 
at 22 


act. 


... The 


final item was a wooden plaque, 


Anniversary Display Plaque 


554x101”, in five colors, which was 
designed to be used as a decorative 
element throughout the year. For 
maximum attention value, it was 
recommended that it be hung just 
inside the most popular interior en- 
trance of the building. Additional 
plaques were available at $15 each. 


The kit, of course, was only a 
starting point. In line with regular 
Honeywell policy, each division and 
local unit was given autonomy in 
carrying out such a program. The 
hope was that each would develop 
its own approach, using whichever 
of the materials seemed appropriate. 
Of course, even if the kit alone were 
used, there would be some impact, 
especially from the outdoor flag and 
the anniversary plaque, both of 
which were substantial items 

The materials in the kit, of course, 
were part of the corporate sales 
promotion budget, but anything or- 
dered by the divisions would have 
to come out of the appropriate 
budget. These were two reasons for 
charging each who ordered mate- 
rials their cost—to distribute the 
over-all expense and to act as a 
deterrent against the waste that 
frequently accompanies the distrib- 
ution of free materials 

An indication of the response can 
be obtained from the fact that each 
function and plant ordered some- 
thing, and that the initial orders 
added up to an expenditure of al- 
most $22,000 


III. Diamond Jubilee Promotion 


In contrast to the Anniversary 
Program, which was largely inter- 
nal and wholly institutional, the 
Diamond Jubilee Promotion, de- 
veloped for the Residential Di- 
vision, is an example of a product 
promotion, and one with unusual 
aspects 

A large part of the production of 
the Residential Division is made up 
of thermostats and other controls 
that are included in such appli- 
ances as furnaces, hot water heat- 
ers and air conditioners. These 
products are usually distributed 
through plumbers and heating en- 
gineering firms, a group that is tra- 
ditionally backward in promotion. 

Helping the group of dealers in- 
crease their sales would, of course, 


help the manufacturers who supply 


them, and this in turn would sell 
more Honeywell controls, both by 


increasing the number of units sold 





and by making for a closer relation- 
ship between Honeywell and the 
manufacturers. 

As finally involved, the promo- 
tion program for the anniversary 
year included 11 separate promo- 
tions which could be offered to the 
manufacturers. 


® Operation Door Opener ...a 
six-part direct mail campaign 
planned to help heating and air 
conditioner 


manufacturers help 
their 


contractors flush out new 
Three parts were de- 
signed to be mailed out in the early 
spring to push air conditioning; 
three in the fall for furnace servic- 
ing and modernization. 

All pieces 


prospects. 


were designed with 
plenty of room for manufacturer’s 
copy, in addition to the normal 
dealer imprint. Each series had two 
more or less standard mailing pieces 
and one with a special touch that 
took it out of the ordinary. 

The air conditioning series was 
ended with the mailing of a cloth 
bag, postmarked Hawaii, directly to 
the prospect. Inside was a small tin 
can, like those used for frozen juice, 
labeled “Cool-Packed, Naturally- 
Conditioned Air from Hawaii” and 
some selling copy on air condition- 
ing 

The topper for the fall series at- 
tempted to carry over the concern 
of the ordinary man for his auto- 
mobile to his heating system. The 
circular had, on its face, a series 
of die-cut flaps, each dated with a 
year from 1933 to 1960. The re- 
cipient was asked to raise the flap 
of the year in which his home heat- 
ing plant had been installed. Un- 
der the flap was an automobile pro- 
duced that year, while the back of 
the flap carried copy urging upkeep 
for furnaces as well as cars. 

All mailings were handled by R 
L. Polk Co., Detroit, using eithe: 
lists supplied by the dealers or lists 
furnished by Polk 

In addition to the dealer pieces, 
the cooperating manufacturers were 
offered kits to promote the cam- 
paigns to their own dealers. 


© Operation Weather Station 
a campaign to promote a high qual- 
ity control center just introduced by 
Honeywell. A single panel includes 
inside and outside thermometers, a 
humidity meter, a barometer and a 
clock, plus push-buttons that con- 
trol heating and cooling devices. 
Center of this program was a 
merchandising kit which manufac- 
turers can offer contractors. This 
includes reprints of a consumer ad, 
a consumer booklet designed to in- 
clude manufacturer and contractor 
copy, and a 


series of overhead 


transparency slides. telling the 
Weather Station story to prospects. 
These slides can be used at dealer 
meetings, as well as in the home. 

For home use, Honeywell made 
available a specially-developed 
viewer light box, to be used for 
home demonstrations. 


@ Operation Weather Watch 

a network weather show, concen- 
trated in the spring and the fall. For 
six Sundays in a row in each sea- 
son, Honeywell will sponsor three 
five-minute broadcasts on NBC's 
Monitor, predicting the forthcom- 
ing weather for the United States, 
summer in one series, winter in the 
other. 

Kits for contractors were pre- 
pared, telling them how to tie in 
most effectively with the weather 
broadcasts. 


Local _ stations 


listed, with — spot 


were 
announcement 
scripts, so contractors could buy 
their own spots. 

A special weathercasting — slide 
rule, which could be imprinted, was 
available as a traffic builder. 


@ Milady’s Climate ...a consume! 
education program designed to 
awaken feminine interest in quality 
heating and air conditioning. Started 
in 1959, reception was so good that 
it was continued into 1960. 

The program included a motion 
picture, “Mother Knows Best,” 
which was suitable for showing to 
gatherings of homemakers. A man- 
ufacturer’s message could be added 
to the end of the film. 

The bulk of the program is built 


RT 


Versatile Booklet 


back cover was offered to manufacturers 


around the distribution of a booklet, 
in full color, telling the story. Again, 
the manufacturer’s own story can 
be used on the back cover. 


@ 2 Furnace, 2 Zone—1960 .. . an 
extension of a program that had 
been started in 1959, this campaign 
shifted its sights this year to the 
quality home. 

Advertising in both shelter and 
business magazines is backed up 
with merchandising kits aimed at 
manufacturers, 
builders. 


contractors and 
Consumer booklets are 
also available. 


® Give ’em Sell... a trade educa- 
tion program aimed at helping con- 
tractors develop their merchandis- 
ing ability. It is being carried on 
through a series of three four-page, 
four-color inserts in four of the 
nation’s top business magazines in 
this field. 

Reprints of these ads will be 
made available for manufacturers 
to send out to their dealers, with 
room for special suggestions adapted 
to their product lines. 


e Parade of Products a series 
of ads, aimed at consumers, telling 
the story of new developments in 
heating and air conditioning. 
Reprints will be used to mer- 
chandise the ads to the trade. 


@ Win a Wagon 
advertising and 


a continuing 
promotion 
contest for those contractors who 
sell to the commercial-industrial 
market. 


The dealer who came closest to 


sales 


HEATWAVE 


SAN vFACTURING ComPany 


Keynote of this campaign was the booklet in full color, whose 
Here’s what three of them did with it 
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NCREASE WATER HEATER SALES 
AND WIN A TRIP, TOO! 


guessing how long a newly-intro- 


duced piece of equipment would 
work would win a 1901 Oldsmobile 


replica, with runners-up being 
awarded lesser prizes 

Business paper advertising and 
direct mail was used in this promo- 


tion 


@ Put Yourself in Hot Water 


a campaign designed to make 


plumbers more conscious of the po- 


tential replacement market in _ hot 
water heaters. It established a Put 
Yourself in Hot Water Club for 
plumbers, retailers and merchan- 
dising utilities who agreed to at- 
tempt to sell a new water heater 
on every plumbing call or place a 
sticker on the heater giving the 
contractor's name and phone num- 
ber; to upgrade every prospect; to 
use all the merchandising aids fur- 
nished by the manufacturer and by 
Honeywell 

The incentive for the member, in 
addition to improving his sales, was 
the awarding of four trips to vaca- 
tion spots to those members whose 
names were drawn every fou 
months 


The materials 


include business 


paper ads, a_portfolio-mailing to 
members and_ potential 


which 


members 
dramatizes the vacation 
prizes, a four-color consumer book- 
let promoting the advantages of 
enough hot water, sample stickers 
and mailers 


e 60 Cycle in ‘60 A special 
campaign on electric heating, with 
consumer and _ trade advertising, 
plus direct mail to contractors. 


> These eleven promotions did not 
spring full-blown, but went 
through a long and systematic stage 
of development. The first obvious 
step took place in June, 1959, at a 
meeting of divisional and regional 
sales management of Honeywell at 
a northern Minnesota resort, away 
from daily pressures 

At this meeting, which was, of 
course, the culmination of a long 
period of work, the plans were pre- 
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Tf -e 
A 
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Incentive Mailing 

This diecut briefcase 
carried news of a dealer 
contest. The address 
card could be torn off 
nd used as an 


blank 


sented in the form of a Diamond 
Jubilee Sketchbook. This was pur- 
posely kept unpretentious and sim- 
ple. It was mimeographed on 81x 
11” sheets, plastic bound along the 
top edge. Handlettering, used for 
subheads, looked like 
pencilled words used in engineering 
drawings, with even the guide lines 
kept 


heads and 


The sales management group en- 
thusiastically accepted the pro- 
posals with only minor changes, 
and a deadline for November was 
set for presentation to original 
equipment manufacturer customers. 

In September, the vice president 
of sales, K. L. Wilson, announced 
the program to the sales force of 
about 300, and individuals were se- 
lected to make the presentation to 
groups of executives from the pros- 
pect companies 


> The salesmen were given a com- 
plete kit for presentations, 
including a sound filmstrip and sets 
of slides. An instruction notebook 
contained complete information. 

The filmstrip, in color, was pro- 
duced by Honeywell's own photo 
lab, and was designed to be used 
on a DuKane Micromatic projector. 
The projectors were to be rented 
locally, and the notebook contained 
a list of dealers, by city, who could 
furnish the equipment. 


these 


The presentation was in three 
parts. The first was to be shown to 
all manufacturers, and was incor- 
porated in the filmstrip. It gave the 
highlights of each of the eleven 
promotions. 

Since not all of the eleven were 
equally pertinent to all manufac- 
turers, the salesman was given the 
option of deciding which he wanted 
to discuss in further detail. To do 
this, he was furnished a set of slides 
on each promotion, and his note- 
book carried pictures of the slides 
and suggested commentary for 
each 

At the end of the individual slide 
presentations, the salesman could 
return to the filmstrip for a short 


used 


ata) 
> Another step in the promotion 
was a special editorial conference, 
held in Minneapolis in October. To 
this were invited editors of business 
publications in the heating and air 
conditioning industry. A_ special 
presskit was prepared for this 
meeting by the public relations 
counsel of Honeywell. As a result, 
there were many articles on the 
diamond jubilee programs, and the 
phrase “75 years of automatic heat” 
has gained industry-wide observ- 
ance. 

Now came the task of fullfilling 
the promises and filling the orders. 
As manufacturers selected those 
programs which they felt were suit- 
able, materials had to be prepared 
for them, followed by the handling 
of orders from their dealers. Some 
of the specific pieces described in 
the promotion kits had not gone 
beyond the rough sketch stage, and 
these had to be finished and pro- 
duced. There are many details left 
to be done. 


concluding sequence, which 
only ten frames to wind up. 


> These three programs are fairly 
typical of sales promotion at 
Honeywell. It is an integral part of 
the management pattern, helping to 
work out promotional plans from 
the very beginning. Even the way 
its budget is set is an example of 
the role it plays. For at Honeywell, 
the budget does not determine the 
program, but rather the program 
the budget. 

An objective is defined, and then 
a program is developed to achieve 
that objective. The items in the 
program are specified, and an esti- 
mate is made of the cost to get 
them produced. These costs are 
added up, and this is the amount 
of money available to Sales Pro- 
motion to get the job done. 

In most recent years, its budget, 
for outside expenditures, printing, 
materials, and the like, ran about 
$1,000,000, to which must be added 
the salaries and overhead costs of 
a department of 89. 


> Money is not the sole criterion of 
success, but the ability to convince 
management and a_ generally 
conservative management, at that 

that this amount of money is 
worth spending and is a solid con- 
tribution to company progress is 
indeed a real achievement. 

Is it any wonder that no awards 
committee could afford to overlook 
such a program, under the direction 
of such a man as Art Dietrich, 
when selecting the Sales Promotion 
Executive of the Year? 44 
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NOW IMAGINE YOUR STORY ON ALCOA FOIL 


thalk this up as gospel: your advertisement printed on Alcoa® 

Foil will top all your previous records for visibility and 
readership No guesswork The reader can't miss a foil page 

(as you didn't miss the other side of this) A foil page sparkles, 


lights up stirs any latent impulse to buy, ask questions. 


Don't stop with space advertising Alcoa Foil is a versatile 
printing surface . stimulating in packaging, spectacular on 
outdoor boards ‘ a sure escape from the humdrum in mailing 
pieces, point-of-sale displays, brochures, annual reports, 


publication covers 


Alcoa Foil takes process or solid colors, any number 
transparent or opaque inks .. . line or halftone At your command 


an infinite range of colors by overlapping transparent inks. 


Emboss foil—broad area or fine work—as much as 1/16 in 
Choose a shiny or satiny surface by laminating either dull or 
shiny side of foil to the backing paper. Or use aluminum 


inks on the shiny side for a bright-dull effect. 


This insert is .00035 in. aluminum foil backed on 60-lb, 
one-Side-coated stock, equivalent in bulk to about 80-lb 


publication book enamel 


Many printers today are skilled with foil. They employ every 
Known printing method, use standard printing equipment at regular 


speeds Stock can go through the press any number of times. 


If you're looking for more impact in print, ask Alcoa for more 
information about aluminum foil Write Aluminum Company of 


America, 1672-E Alcoa Building, Pittsburgh 19, Pa 


—— we 


Look for this label . For exciting drama watch 
it's your guide ALcoa § “Alcoa Presents” every Tuesday, ABC-TV, 


to the best 


in aluminum value 


ALUMINUA and the Emmy Award winning “Alcoa Theatre”’ 
A ; alternate Mondays, NBC-TV 





Legal Problems 
in Advertising 


Part IV 


Following are samples of the forms of releases em- 
ployed by K&E to cover use of names, likenesses, testi- 
monials, pictures of inanimate objects, and any other 
instance where invasion of right of privacy or property 
rights must be guarded against. 

The use of the proper form is as important as the 
need for the release itself. In certain instances, no one of 
the standard forms may be appropriate and in such case, 
the proper form, individually drafted if necessary, should 
be obtained from legal counsel. 

Particular attention is called to the fact that each 
form of release provides for the payment of a fee to the 
person who is to sign the release. Not only is payment 
essential, but proof of payment is equally necessary for 
safety. It should be borne in mind that a release for 
which no consideration is given to the signer constitutes 
only a license, which may be revoked by the signer at 
any time. 

Accordingly, wherever possible, the payment should 
be in the form of a check which will serve as evidence 
of the payment. Where use of a check is impractical, a 
receipt should be obtained when cash is paid. 

For the proper use of the release forms which follow, 
please read the short statements regarding their appli- 
cation which precede each form. 


Photo-Name Release 


This form is provided to cover the use of likenesses 
and names, and where relatively nominal fees are paid 
to the person named or pictured. 

This form makes no provision for the use of testi- 
monials attributed to the signer. 

Furthermore, this form does not provide for exclusive 
use of the likeness or the name of the person for any 
purpose. 

In some instances, the use of this form may not be 
practical due to its formal legal appearance and so- 
called “fine” print, which may cause some persons to 
shy away from signing it. In such instances, and also, 
where releases are being obtained from a group of peo- 
ple, or where the person featured might shy away from 


the extensiveness of this form, a shorter form of release 
is available. 


In consideration of the sum of $ and other good and valu- 
able consideration, the receipt of which is hereby acknowledged, 
I hereby authorize (client) its nominees and its and their succes- 
sors and assigns, and those acting with its authority and those for 


whom it is acting (all hereinafter referred to as the ‘authorized’) 
to: 


1. Use and permit to be used my name, address, informative ma- 
terial concerning me, and my likeness, either in whole or in part, 
whether in original or modified form and whether alone or in 
conjunction with other photographs, sketches, cartoons, artwork 
and text matter as the authorized may determine, for the purposes 
of advertising, publicizing and promoting in every manner and in 
all media any of the authorized or its products or services. 


2. Identify my likeness or reproduction thereof in conjunction with 
any use above mentioned, either by my own name or by a 
pseudonym or other description. 

I agree that I shall have no right to inspect or approve any 


likeness or statement or the exercise of any of the authorizations 
granted by me hereunder. 


I shall have no claim for defamation, violation of privacy or 
otherwise against any person, firm or corporation by reason of 
any statement or any blurring, distortion, alteration, optical illu- 
sion or use in composite form, whether or not intentional, that may 


occur in the exercise of any of the authorizations granted by me 
hereunder. 


I warrant that I am (over/under) the age of twenty-one years 
and that I am free to enter into this agreement. 

The term of this authorization shall commence on the date 
hereof and be without limitation. 


Release for Models 


This form is utilized solely for professional models. It 
conveys broad rights to K&E who may assign those 
rights to any one or more of its clients. 

It permits re-use of the photograph and for more than 
one product or client. However, such use for more than 
one client, or even re-use in more than one ad, should 
be carefully considered and where doubt exists as to the 
propriety of such re-use, without further compensating 
the model, the Financial Vice-President should be con- 
sulted. 

Despite the broad rights conveyed under this form, it 
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does not provide for exclusive use of the name or like- 
ness of the person featured 

Most professional photographers have their own form 
of model release which is acceptable only in emer- 
gencies. The standard K&E form should be furnished 
to the photographer wherever possible 


In consideration of the sum of $——duly paid me by 
the receipt of which is hereby acknowledged. 

I hereby authorize Kenyon & Eckhardt Inc., its nominees 
and its and their successors and assigns, and those acting 
with its authority and those for whom it is acting (all here- 


inafter referred to as the ‘authorized’), without restriction, 
to: 


1. Publish. copyright. and use for all purposes, including. 
but not limited to, advertising, sales promotion and publicity 
of every nature and description, my likeness, either in 
whole or in part. whether in original or modified or dis- 
torted form and whether alone or in conjunction with other 
photographs, sketches, cartoons, artwork and text matter as 
the authorized may determine. 


2. Identify my likeness, in conjunction with any use above 
mentioned, either by my own name, or by a pseudonym 
or other description. 


3. Publish, in the form of direct quotations from me, or other- 
wise, either alone or in conjunction with my likeness or 
name, statements which constitute endorsements of any or 


all the products or services or name of any of the author- 
ized. 


I agree that I shall have no right to inspect or approve 
any likeness or statement or the exercise of any of the 
authorizations granted by me hereunder. 

I shall have no claim, for defamation, violation of pri- 
vacy. or otherwise. against any person, form or corporation 
by reason of any statement or any blurring. distortion. 
alteration, optical illusion or use in composite form, whether 
or not intentional, that may occur in the exercise of any of 
the authorizations granted by me hereunder. 

I agree that there shall be no obligation to utilize any 
one or more of the authorizations granted by me hereunder. 

I warrant and represent that I am free to enter into this 
agreement; that I have not entered into any prior agreement 
or commitments inconsistent herewith and that I am 

the age of twenty-one years. 

The term of this authorization shall commence on the date 

hereof and be without limitation. 


Property-Photo-Name Release 

This release is utilized where pictures of persons’ 
homes or pets or estates, etc., are to be featured. The 
form also permits mention of the owner’s name and in- 
formative material concerning the owner or his prop- 
erty 

There is no provision made in this form for endorse- 
ments and the release obviously does not provide for 
exclusivity of use of the likeness or name 


In consideration of the sum of $ and other good and 
valuable consideration, the receipt of which is hereby ac- 
knowledged, I hereby authorize its nominees and its 
and their successors and assigns, and those acting with its 
authority and those for whom it is acting (all hereinafter re- 
ferred to as the ‘authorized’) to: 


1. Use and permit to be used, informative material concern- 


ing and likenesses of my proy either in 
whole or in part, whether in original or modified form and 
whether alone or in conjunction with other photographs. 
sketches, cartoons, artwork and text matter as the authorized 
may determine, for the purposes of advertising. publicizing 
and promoting in every manner and in all media any of 
the authorized or its products or services. 


2. Use my name, address and informative material concern- 
ing me, in conjunction with any use above mentioned. 


I agree that I shall have no right to inspect or approve 
any likeness or statement or the exercise of any of the au- 
thorizations granted by me hereunder. 

I shall have no claim, for defamation, violation of privacy, 
or otherwise, against any person. firm or corporation by rea- 
son of any statement or any blurring, distortion, alteration. 
optical illusion or use in composite form, whether or not in- 
tentional, that may occur in the exercise of any of the au- 
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thorizations granted by me hereunder. 

I agree that there shall be no obligation to utilize any one 
or more of the authorizations granted by me hereunder. 

I warrant that I am (over/under) the age of twenty-one 
years and that I am free to enter into this agreement. 


The term of this authorization shall commence on the date 
hereof and be without limitation. 


Testimonial-Photo-Name Release 


This form is to be utilized where, in addition to the 
use of likenesses and names, testimonials of the signer 
are likewise to be publicized. 

It is particularly important to note that item 2 of the 
authorizations recited in the body of the form requires 
the submission to, and approval by, the signer of the 
copy (script) that will be featured as constituting his 
testimonial. It is important that the script be signed by 
the person featured and attached to the release itself. 

A separate form is provided where testimonials in- 
volving likenesses, names and property (inanimate ob- 
jects) are to be featured. 


In consideration of the sum of $—— and other good and 
valuable consideration, the receipt of which is hereby ac- 
knowledged, I hereby authorize (client) its nominees and its 
and their successors and assigns and those acting with its 
authority and those for whom it is acting (all hereinafter 
referred to as the ‘authorized’) to: 


1. Use and permit to be used my name, address, informa- 
tive material concerning me, and my likeness, either in 
whole or in part, whether in original or modified form and 
whether alone or in conjunction with other photographs. 
sketches, cartoons, artwork and text matter as the author- 
ized may determine, for the purposes of advertising, pub- 
licizing and promoting in every manner and in all media 
any of the authorized or its products or services. 


2. Publish, project, broadcast, telecast and disseminate ad- 
vertisements and publicity material on behalf of any of the 
authorized embodying substantially the copy set forth or 
described in the material submitted to and initialled by me, 
whether before. concurrently with or subsequent to the 
signing hereof, and such portions thereof and reasonable 
modifications thereof as the authorized may determine. 


I shall have no claim, for defamation, violation of privacy, 
or otherwise, against any person, firm or corporation by 
reason of any statement or any blurring, distortion, altera- 
tion, optical illusion or use in composite form, whether or 
not intentional, that may occur in the exercise of any of the 
authorizations granted by me hereunder. 

I agree that there shall be no obligation to utilize any one 
or more of the authorizations granted by me hereunder. 

I warrant that I am (over/under) the age of twenty-one 
years and that I am free to enter into this agreement. 


The term of this authorization shall commence on the date 
hereof and be without limitation. 


Exclusive Testimonial and Photograph Release 


This release is the most extensive form provided and 
is for use particularly where well-known personalities 
are to be featured and on an exclusive basis. 

The fees paid for such use are usually substantial 
and commensurate with the right of exclusive use for 
some stated period of time. 


In consideration of the sum of $—— and other good and 
valuable consideration, the receipt of which is hereby ac- 
knowledged, I hereby authorize (client) its nominees and 
its and their successors and assigns, and those acting with 
its authority and those for whom it is acting (all herein- 
after referred to as the ‘authorized’) to: 


1. Use and permit to be used, exclusively, during the term 
hereof, my name, address, informative material concerning 
me, and my likeness either in whole or in part, whether in 
original or modified form and whether alone or in conjunc- 
tion with other photographs, sketches, cartoons, artwork and 
text matter as the authorized may determine, for the pur- 
poses of advertising. publicizing and promoting in every 
manner and in all media any of the authorized or its prod- 
ucts or services. 


2. Publish, project. broadcast, telecast and disseminate such 





advertisements, publicity material and endorsements on be- 
half of any of the authorized of the character customarily 


employed in the advertising field as the authorized may de- 
termine. 


I agree that I shall have no right to inspect or approve 
any likeness or statement or the exercise of any of the 
authorizations granted by me hereunder. 

I shall have no claim, for defamation, violation of privacy, 
or otherwise, against any person, firm or corporation by 
reason of any statement or any blurring, distortion, altera- 
tion, optical illusion or use in composite form, whether or 
not intentional, that may occur in the exercise of any of 
the authorizations granted by me hereunder. 

I agree that there shall be no obligation to utilize any one 
or more of the authorizations granted by me hereunder. 

I agree that I will not authorize or knowingly permit the 
use of my name or likeness, or the publication, projection, 
broadcasting. telecasting or dissemination by any medium 
of any statement by me, for the purpose of advertising, pub- 
licizing or promoting any name, product or service that is 
competitive with [client's name and/or product(s) and/or 
service(s)] during the period commencing with the date 
of this authorization and ending on——. 

I warrant and represent that I am (over/under) the age 
of twenty-one years; that I am free to enter into this agree- 
ment; that I have not entered into any prior agreement or 
commitments inconsistent herewith: and that no publication, 
projection, broadcast or telecast of any kind containing my 
name or likeness or any statement by me for the purpose 
of advertising, publicizing or promoting any name, product 
or service that is competitive with [(client’s name and/or 
product(s) and/or service(s)] has heretofore occurred or 
been authorized by me, except as follows:——(if none, so 
state) 


The term of this authorization shall commence on the 
date hereof and end on 


Motion Picture and Recording Release 


This form is provided for use where the likeness, 
name (and usually testimonials) are to be featured 
in motion pictures, whether displayed in theaters or 
television. Exclusivity of use is also provided. 


In consideration of my employment to appear in the film(s) 
indicated below : (list of films), I hereby authorize Kenyon & 
Eckhardt Inc., its nominees and its and their successors and 
assigns, and those acting with its authority and those for 
whom it is acting (all hereinafter referred to as the ‘author- 
ized’), in connection with the advertising, publicizing and 


promotion of any of the authorized or its products or services, 
to: 


1. Exclusively exhibit and cause to be exhibited during the 
term hereof, by any means or medium. including but not 
limited to television and exhibition in places where an ad- 
mission fee is charged, the motion picture film(s) taken by 


—— on or about in which I am portrayed (and stills or 
clips therefrom), with or without recordings of my voice, or 


recordings of other voices ‘dubbed’ to simulate my voice; 
and 


2. Perform and cause to be performed during the term here- 
of, by any means or medium, including but not limited to 
broadcasting, recordings of my voice, with or without the 
simultaneous exhibition of motion picture films; and 


3. Publish, project, broadcast, telecast and disseminate such 
advertisements and endorsements on behalf of any of the 
authorized containing my name, likeness and statements at- 
tributed to me of the character customarily employed in the 
advertising field as the authorized may determine. 


I shall have no claim, for defamation, violation of privacy, 
or otherwise, against any person, firm or corporation by 
reason of any statement or any blurring, distortion, alter- 
ation, optical illusion or use in composite form, whether or 
not intentional, that may occur in the exercise of any of the 
authorizations granted by me hereunder. 

I agree that there shall be no obligation to utilize any one 
or more of the authorizations granted by me hereunder. 

I warrant and represent that I am (over/under) the age 
of twenty-one years and that I am free to enter into this 
agreement. 

The term of this authorization shall commence on the date 
hereof and be without limitation. 


Testimonial Photo-Name Property Release 


This form is provided where inanimate objects or 


other property are to be featured together with like- 
nesses, names and informative material of the owner and 
in addition, a testimonial by the owner is likewise to 
be publicized. 

Item 2 of the authorizations included in the body 
of the release necessitates that the script, which shall 
constitute the testimonial, be submitted to an approved 
by the signer of the release. The script so approved 
should be attached to the release itself. 

Where property (houses, pets, estates, etc.) are not 
to be featured, use the form entitled ‘Testimonial 
Photo-Name Release (General).” 


In consideration of the sum of $—— and other good and 
valuable consideration, the receipt of which is hereby ac- 
knowledged, I hereby authorize (client) its nominees and 
its and their successors and assigns, and those acting with 
its authority and those for whom it is acting (all hereinafter 
referred to as the ‘authorized’) to: 


1. Use and permit to be used, my name, address, informa- 
tive material concerning me, my likeness either in whole 
or in part, whether in original or modified form and whether 
alone or in conjunction with other photographs, sketches, 
cartoons, artwork and text matter as the authorized may 
determine, for the purposes of advertising. publicizing and 
promoting in every manner and in all media any of the 
authorized or its product or services. 


2. Publish, project, broadcast, telecast and disseminate ad- 
vertisements and publicity material on behalf of any of the 
authorized embodying substantially the copy set forth or 
described in the material submitted to and initialled by me, 
whether before, concurrently with or subsequent to the 
signing hereof, and such portions thereof and reasonable 
modifications thereof as the authorized may determine. 


3. Use and permit to be used, informative material concern- 
ing and likenesses of my (describe property) in conjunction 
with any use above mentioned. 


I agree that I shall have no right to inspect or approve 
any likeness or material mentioned above or the exercise 
of any of the authorizations granted by me hereunder. 

I shall have no claim, for defamation, violation of privacy, 
or otherwise, against any person, firm or corporation by 
reason of any statement or any blurring, distortion, altera- 
tion, optical illusion or use in composite form, whether or 
not intentional, that may occur in the exercise of any of the 
authorizations granted by me hereunder. 

I agree that there shall be no obligation to utilize any one 
or more of the authorizations granted by me hereunder. 

I warrant that I am (over/under) the age of twenty-one 
years and that I am free to enter into this agreement. 

The term of this authorization shall commence on the date 
hereof and be without limitation. 


Musical-Literary Motion Picture Release 


This form is to be utilized for the purpose of assign- 
ment of musical, literary and motion picture properties. 

In addition, it permits the use of the name, likeness 
of, and informative material concerning the author or 
creator. 

In consideration of the sum of $—— and other good and 
valuable consideration, the receipt of which is hereby ac- 
knowledged, I hereby grant, assign, transfer and release to 
you and your client (client) and your and its subsidiaries. 
nominees successors and assigns, and those acting (all 
hereinafter referred to as the ‘authorized’), all rights, in 
perpetuity, in and to any and all literary, dramatic, drama- 
tico-musical and motion picture creations, ideas, composi- 
tions, arrangements, drawings and other material (whether 
copvrightable, patentable or otherwise) which have been or 
shall be created, composed, made or written by me in con- 
nection with the production of commercial motion pictures 
to advertise any of the authorized or its products or services. 

I hereby grant the authorized the right to use my name, 
likeness and informative material concerning me for pur- 
poses of trade and advertising in connection with any of the 
aforementioned material. 

I shall have no claim, for defamation, violation of privacy, 
or otherwise, against any person, firm or corporation by rea- 
son of any statement or any blurring, distortion, alteration, 
optical illusion or use in composite form, whether or not in- 
tentional, that may occur in the exercise of any of the au- 
thorizations granted by me hereunder. 
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I warrant that I am inder) the age of twenty-one 
years and that I have the right to enter into this agreement: 
that all material created by me hereunder is and will be 
wholly original with me; and that I have not heretofore made 
any grant inconsistent herewith. 


Photo-Name Release (Short Form) 


This short form of photo-name release has been de- 
signed for use in such instances as group photographs 
or in circumstances such as photography in the field 
where the use of the more formidable looking photo- 
name release might deter persons from signing. 


In consideration of the sum of $ and other good and 
valuable consideration, the receipt of which is hereby ac- 
knowledged, I hereby authorize (client) its nominees and its 
and their successors and assigns, and those acting with its 
authority and those for whom it is acting (all hereinafter re- 
ferred to as the ‘authorized’) to use any still or motion pic- 
ture of me, with or without my name and information about 
me, in any way you may desire for purposes of trade, adver- 
tising, publicity or promotion of any kind. 

I shall have no claim against you or any other person, 
firm or corporation by reason of any such use of my picture 
or name or information about me in any form or medium, 
whether alone or in conjunction with others. 

I warrant that I am over the age of twenty-one years and 
that I am free to enter into this agreement. 


Property-Photo-Name Release (Short Form) 


This form of property-photo-name release, as with 
the short form of the photo-name release, is designed 
for use where the more extensive property release 
might deter persons from signing. 


In consideration of the sum of $ and other good and 
valuable consideration, the receipt of which is hereby ac- 
knowledged, I hereby authorize its nominees and 
its and their successors and assigns, and those acting with 
its authority and those for whom it is acting (all hereinafter 
referred to as the ‘authorized’) to use any still or motion pic- 
ture of all or part of my (describe property) with or without 
my name and information about me, in any way you may 
desire for purposes of trade, advertising, publicity or pro- 
motion of any kind. 

I shall have no claim against you or any other person. 
firm or corporation by reason of any such use of any picture 
of my said property or of my name or information about me 
in any form or medium. 

I warrant that I am over the age of twenty-one years and 
that I am free to enter into this agreement. 


Testimonial-Photo-Name Release (Short Form) 


As with the short forms provided for photo-name and 
property releases, this short form of testimonial release 
is provided for use in instances where the extensive 
form of testimonial release might deter persons from 
signing 


In consideration of the sum of $ and other good and 
valuable consideration, the receipt of which is hereby ac- 
knowledged, I hereby authorize (client) its nominees and its 
and their successors and assigns, and those acting with its 
authority and those for whom it is acting (all hereinafter re- 
ferred to as the ‘authorized’) to quote, publish and broadcast 
in any way you may desire, for purposes of trade, advertis- 
ing. publicity or promotion of any kind, the statement set 
forth below or submitted herewith and initialed by me, and 
such portions thereof and reasonable modifications thereof 
as you may determine. 

I also authorize you and your said client to use my name 
and any still or motion picture of me in connection with any 
such use of that statement. 

I shall have no claim against you or any other person, firm 
or corporation by reason of any such use of my statement, 
name or picture in any form or medium, whether alone or in 
conjunction with others. 

I warrant that I am over the age of twenty-one years and 
that I am free to enter into this agreement. 

Statement:————____ 
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Idea Release 


The submission of ideas to advertising agencies and 
their clients, whether in the form of musical composi- 
tions, advertising themes, slogans, gadgets, etc., is a 
popular public pastime. 

It is also a problem. 

To protect our clients and ourselves against claims of 
appropriation of ideas, a rigid procedure has been es- 
tablished and followed, without deviation, by K&E. 


We have requested all our clients, that any idea sub- 
mitted to them should be referred to the agency, and if 
in written form, notations should not be made thereon 
which might indicate that it has reached the attention of 
client executive personnel. 

We have similarly recommended that they do not en- 
tertain verbal submission of ideas; rather that here also, 
the individual should be referred to K&E. 

K&E’s own personnel also are warned not to make 
any notations upon documents submitted through the 
mail, and to refer same to the office of the Financial 
Vice-President. 

It is of extreme importance that old college chums, 
bursting with ideas, likewise be avoided until they have 
provided to the agency the “idea release” which is util- 
ized. 

In instances of ideas submitted in writing, the mate- 
rial is returned with a courteous letter of thanks and 
with which the idea release form is enclosed. The sub- 
mitter is advised that if he will sign the release and re- 
turn it to the agency with his idea, his material will 
then be considered. 

At least one client of K&E has adopted the firm policy 
of returning all ideas with a form letter explaining that 
it is their policy not to consider any ideas submitted by 
the public. 

In conclusion, when it comes to ideas offered by out- 
siders, don’t mess around follow the procedure above 
outlined. 


I desire to present to you, from time to time, without solici- 
tation by you, various ideas, compositions, scripts and/or 
other material, (herein called ‘such material’), including the 
identify do naterial) which is submitted herewith 


cument or 


and bears my initials. I represent that such material is en- 
tirely original with me, and that no other person has any in- 
terest therein or claim thereto. In order to induce you to con- 
sider such material, I hereby agree. with respect to each 
such submission. that: 


1. In the event that you, in your sole judgment, shall deter- 
mine that such material is not original with me, or is not in 
concrete form, or is not of value to you or any of your 
clients, such determination shall be conclusively binding on 
me. 


2. Neither you, any of your clients, nor any other person 
shall be under any obligation or liability to me, notwith- 
standing any subsequent use by you or such client of any 
of such material, or of any idea, composition, script or other 
material similar thereto, unless you, in your sole judgment. 
shall have determined and notified me in writing that such 
material, or a portion thereof, appears to be original with 
me, is in concrete form. and is of value to you or one of 
your clients. In the event of such a determination by you 
(and notification to me thereof), the compensation payable 
to me for such material, or for such rights therein as you 
shall desire to acquire, shall be determined by written 
agreement between us. 


(In these sample forms, there has been omitted, to save 
space, the space for the signature of the individual en- 
tering into agreement with the agency. In all but the 
last four forms, this signature is witnessed, and, if the 
signer is under 21 years of age, his parents or guardian 
should sign a statement of agreement and of the age of 


the signer. These signatures should also be witnessed 
«> (ae 44 
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Clear plastic, self sticking Signs and Displays stay on the job longer 
... achieve far greater posting results ... are more brilliant, colorful, 
eye-catching ... allow greater store window visibility .. . 


THAN ANY OTHER TYPE OF LOW COST 
POINT-OF-SALE DISPLAY MATERIAL 


Seud for Samples aud SEE for yourself 


PRODUCTS CORPORATION 


101 WEST FOREST AVE > ENGLEWOOD, N. J, 
NEW JERSEY - LOWELL 8-0610 NEW YORK - WISCONSIN 7-4435 
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@ “GOODSTIX” transparent POP signs and displays 
@ “GOODSTIX’ permanent plastic decals and product labels 
@ “TEMPSTIX” plastic carded thermometers and store hour clock displays 
@ “CRYSTALETTERS” ... printed plastic direct mailers 


@ “CRYSTALMARKS” ... printed plastic advertising specialties 
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Here's the big story of 


When Calso had to change its familiar name 


to Chevron, it posed a problem. An imaginative program 
turned the problem into a plus. 


By Max F. Barry 
Advertising Manager 
California Oil Co 
Perth Amboy, N.J 


When it was decided that the 
California Oil Co., a subsidiary of 
Standard Oil Co. of California, 
would market its wares in the 
eastern part of the United States 
under the Chevron brand name in- 
stead of under Calso, it presented 
us with an impressive set of prob- 
lems. 

But before I detail the problems, 
and changing brand identification is 
usually synonymous with problems, 
here is the background on why we 
were placed in this difficult mar- 
keting situation: 

The brand name Chevron had 
been used by all other companies 
of our operating group since the 
end of World War II. It was in- 
evitable that the brand name Cal- 
so, used in the Eastern Seaboard 
marketing area since 1946, would 
eventually be changed to Chevron 
to utilize the full impact, interna- 
tionally, of one 
name. 


gasoline brand 

In 1957, all of the operating com- 
panies in this group increased use 
of the red, white and blue Chevron 
hallmark as a product trademark 
insigne and as a company identi- 
fication hallmark. We also added 
the hallmark to our Calso station 
identification signs to familiarize 
our prospects with this symbol. 

In planning the changeover it had 
been proposed and agreed, that we 
would make the change in two 
steps. Operation Big Change, the 


change in gasoline brand was to be 
made in 1958. The second step, Op- 
eration High Sign, the change to 
the Chevron station sign, was to be 
made in 1959. 


> Now for our problem 

All they had done was take away 
our respected brand name, Calso. 
Plus our honored Calso station sign 

. the big, red lollypop. Plus our 
fine reputation . .. And they gave 
us the name Chevron for our sta- 
tions and our dealers and our let- 
terheads, tanktrucks, pump _insig- 


e 


Big Red Bag... . 


nia and what have you. And all we 
had to do, they said, was keep 
those sales up up to Calso’s 
best. 

And of course, we had to get 75 
tough, independent Calso distribu- 
tors to agree that this change was 
a swell deal . . . and to contribute 
some money to co-op advertising. 

And there was the matter of 
2,300 Calso dealers who liked be- 
ing Calso dealers. They had to like 
our advertising so much that they’d 
do anything to be Chevron dealers. 

And who in the East ever heard 


As fast as the new Chevron signs were installed, they were covered 


with red canvas bags, planned for simultaneous removal on the big exchange day 
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WHATS COME OVER 
THE .CALSO SIGN ? 


Outdoor Poster 
The big question mark 
got a play on 
the outdoor showings 


the name Chevron before? It was 
virtually unknown in this market. 
Our problem was complicated by 
the fact that our marketing area, 
12 states from Maine to Virginia, 
was the scene of a pitched battle of 
12 of the biggest gasoline competi- 
tors in America. Everyone of these 
boys was an oldtimer in our neigh- 
borhood. Each had a_ beautiful 
budget and a super-super product. 
Each was fighting for attention in 
every medium you can name. 


> This was 1958. A year of low cars 
and high fins. You could buy gaso- 
line that year from 14-carat pumps, 
purple pumps, white, yellow, green 
pumps. And the gasoline you 
bought was something to behold. It 
had additives. And the additives 
had additives. And it had octanes 
that went so far over 100 that the 
engineers couldn’t figure out a 
number for it. All this gasoline 
gave you an amazing economy and 
amazing pickup and_ souped-up 
performance. 

All we had was Chevron. It was 
a fine gasoline with additives and 
octane. But, once again, who in 
our market area had ever heard of 
Chevron? Someone had to start 
hearing of Chevron, and very fast, 
or we were going to be in trouble. 


> We and our advertising agency, 
Batten, Barton, Durstine & Osborn, 
felt we had to be different to stand 
out in the competitive jungle of 
gasoline marketing in our areas. 
We saw that the others that year 
were serious in their advertising. 
They were serious about their 
products, about their courteous 
dealers, about their new pumps. 
They were serious in their copy 
and layout and tv materials. 

Our different campaign consisted 
of a cartoon character, developed 
by BBDO, whom we named Hy 
Finn for the ultra modern car 
which he drove. Hy Finn is a hus- 
band . a dog owner and a 
customer. He is not a company 
man, not a dealer, both of which 
we found prevalent in gasoline ad- 
vertising, not a member of manage- 
ment like the Piels brothers nor a 


so-called trade character like Red- 
dy Kilowatt. 

As a customer Hy Finn could be 
bored by some advertising and at- 
tracted by some advertising. In 
other words, Hy Finn could repre- 
sent the unsung half of American 
business and marketing .. . the 
nebulous, average customer whose 
cash we'd like to see in our tills, 
whose loyalty we want for our 
brands, whose undivided attention 
we'd expect for our ads. 


> Naturally, if Hy was going to be 
sponsored by Chevron he had to 
love that Chevron Supreme Gaso- 
line. But he didn’t have to love it 
like a sentimental idiot. 

Hy Finn was put to work and his 
quips became the key part of our 
advertising. Sample of Finn-ish 
humor: 


e You can back up as well as go 
forward with Chevron Supreme. 


e Chevron Supreme fits any shape 
gas tank. 


e Your tank will never be empty 
if you keep it full of Chevron Su- 
preme. 


@ Chevron Supreme comes in con- 
venient liquid form for fast, easy 
fill-up. 

Humor in advertising has been 
suspect because it’s half-way hu- 
mor ... not funny enough to win 
the affection and attention you're 


Teaser Ads . . . Newspaper ads featured 
the red bag before the formal unveiling 
Hy Finn was his usual cynical self. 





“Speak softly and carry a BIG STICK” 


e 


This etching shows the birthplace of Theodore Roosevelt, 28 E. 20th Street, 
New York — now a shrine visited by devotees of “The Strenuous cg from 
all parts of the world. Himself one of history's greatest leaders, he said, 
‘“‘We need leaders of inspired idealism, leaders to 
whom are granted great visions, who dreamed 


greatly and strive to make their dreams come true”. 


Print softly and carry a BIG KICK 


For a hard sell with a soft look, make your next 
booklet, catalog or broadside a masterpiece—by 


printing it on 


MME, sew VELVETONE 


DULL COATED FOR LETTERPRESS OR OFFSET 


This side of this insert is commercially produced by letterpress 
on Velvetone 25x38-80. The reverse side is printed by Offset. Photo 
and etching by permission, The Theodore Roosevelt Association. 





Glare-free with infinite 


DULL COATED for LETTERPRESS and OFFSET 


This new dull coating is easy on the eyes — makes type enticingly readable — enriches 
soft-focus effects with clear, realistic detail. Coating is identical on both sides, but equally 
printable by both Letterpress and Offset. 


Basis 23x35 25x38 35x45 
70 118 140 232 
80 136 160 266 


THE MARTIN CANTINE COMPANY -: Saugerties, N.Y. + Specialists in Coated Papers Since 1888 


( THIS SIDE OF THIS INSERT IS PRINTED BY OFFSET, REVERSE SIDE BY LETTERPRESS, ) 





after. Advertising men are the 
best joke-tellers in the world, I 
think. And they love to hear jokes. 
But when they put jokes in their 
advertising they leave out the 
punch lines. And don’t think I 
wasn’t warned about letting the 
humor wag the campaign. Well, the 
humor did wag this campaign. In 
fact, it shook it up and the public 
as well. 


’ To make sure that the distribu- 
tors and dealers shared our enthu- 
siasm for Hy Finn, the dealers were 
presented with a four-color book- 
let telling them when and how to 
use station material. They also saw 
a 30-minute film, “Operation Big 
Change,” in which the company’s 
top executives, BBDO people and I 
explained what the dealer was ex- 
pected to do. 

A film or filmstrip presentation, 
by the way, is the only way I know 
of to get a large number of dealers, 
spread over a wide area, to under- 
stand the function and philosophy 
of an advertising program. They 
hear you talk, not some nice field 
man who can’t have the same feel 
for the program, since he hasn't 
been in on the planning 

I think it is an imposition to give 
a good salesman an outline of an 
advertising program and_ expect 
him to make a worthwhile presen- 
tation when he hasn’t worked on 
its development. 


> Hy Finn did the job. Gallonage 
went up, not down. Now we were 
ready for the second step of the 
campaign, Operation High Sign, the 
installation of our new signs for ow 
Stations. 

The basic colors and shape of the 
sign were set for us by the porce- 
lain enamel and neon sign in use 
among affiliated operating compa- 
nies. Our problem was to success- 
fully adapt that sign to our use. We 
wanted an_ interior-illuminated 
plastic sign to compete successfully 


with new _ station 
signing in our market. 

Since our original use of a plas- 
tic rim in 1949, we had done a little 
experimenting with plastic signs for 
Calso, since we knew our change 
to Chevron was inevitable. Study 
and testing was stepped up in 1957 
when we added the red, white and 
blue hallmark to our Calso sign. 
This was our first use of blue in 
our signs and as you know, both 
blue and red are very critical col- 
ors in plastics. 


identification 


>’ We worked with eight different 
sign manufacturers. We _ experi- 
mented with light boxes, different 
methods of treating the plastic, of 
sand blasting the back to diffuse 
light and use of different colored 
lights behind the plastic to get the 
best range of shade with transmit- 
ted light at night. For various rea- 
sons, we were not satisfied with 
the results. 

All this time Rohm & Haas was 
also developing test sheets and 
panels in the three colors which 
we used and which they supplied 
to the various firms experimenting 
with our signs. 


> It was then that a team from 
Plasti-Line, Knoxville, Tenn., made 
a presentation to us. Their presen- 
tation was made on Monday, July 
21, and included the use of a large 
light box with two one-third size 
Chevron signs. The stripes on the 
Chevron as well as the field at the 
top were easily removable so that 
various shades and densities of 
each color could be used. 

One half the light box was made 
with a clear plastic background; the 
other half made of white plastic. 
With the clear background we ex- 
perienced problems of change in 
shade of blue and red from re- 
flected or transmitted light, and 
there was little improvement over 
previous test results. 

The second half of the box was a 


The Answer 

This picture was 
released in answer 
to public demand to 
know what happened 
to the old signs. 


Point 0; PURCHASE 


Outstanding hand decorating by artists who 
capture every detailed likeness. Huge, NEW 
single floor plant with NEWEST equipment 
for ample production and quality control 
Priced attractively and competitively. Send 
for information. 


Hartland Plastics, Inc., Dept. R, Hartland, Wis. 


PREMIUMS 


FOR ARTWORK, MATS & CUTS 8 
WITH FOSTER “MANY PURPOSE” 
Storage Cabinets 
Available in Y%’ and 2% 


inside drawer height in 9 dif 
ferent widths and depths 


Cad \Ocust 8-5085 
or Write... Dept.ARfor 
Descriptive Literature 


RESEARCHED AND DEVELOPED BY 


MANUFACTURING CO. 

140 N. THIRTEENTH STREET 

PHILADELPHIA 7, PA. 
ALL USERS 


WANTED oF creas 


RUBBERCAL® (plastic decal) is permanent, 
waterproof, tough. Applied without water in 
any kind of weather. You save many woys. 
Write for free samples and estimate — today. 


MULTI-COLOR PROCESS COMPANY 
321 SO. QUINCY + TULSA, OKLAHOMA 


STEEL SIGN BLANKS 


Complete StockseWhiteeColors FREE 
82tol4Gauge® Tackers®@ License 

Plate ® Real Estate ®Traflic Con- | GAUGE PLATES 
trol @ Circles © PROMPT SHIPMENTS | PRICE LIST 


The Yarder Manufacturing Co. 
720 Phillips Avenue . Teledo 12, Ohio 


Do you need a 
working model? 
How about a giant 
replica? 


See AR for June 
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that sell at the point of sale 
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\ CHECK items on which you want information and samples and 
write Chicago Show Printing Company, 2635 N. Kildare, Chicago 39. 


[_] Permanent-type Displays—wood, glass, plastic, metal 
{-] Molded Plastic and Animated Displays [[] Complete Dealer 
Display Kits [[] Cloth Banners [[] Outdoor Displays—Stanzall’ 
[_] Cardboard Displays [_] Econo Signs [[] Mystik*—Self-Stik 
Displays [] Pennants [] General Lithographing Services 
[_] Complete creative point-of-sale facilities from ideas to sales. 


“TWIRL n’ SELL” ee ; 
DISPLAY! a 
- + + an economical, smooth Cea 4 


Here is another outstand- (¢ 

ing example of the use of 

versatile Triangle ‘Lazy 

Susan” turntable ball bear- (salt - 


ings. Tens of thousands 

successfully used in revolving displays and signs to 
stimulate the “buy e-motion. Turntables swivel 
easily on low cost ball bearings only ’ thick. 
Capacities to 1000 Ibs. 3”, 4”, 6”, 12” sizes avail- 
able. Write for literature, samples and prices. 


> A 
TRIANGLE MANUFACTURING Co. ——Drvsionrd tor Zenith 


PMO 1 he a tule 


710 DIVISION ST, OSHKOSH, WIS Tae tr s-1 1) 
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DAY OR NIGHT 


YOU ARE 
SELLING 


24 HOURS WITH] 


Litho or screen process 
Any shape, size or type 
Plain or reflectorized 
Volume production 


ROBERTSON SIGN COMPANY 


15 N. LOWRY AVENUE © SPRINGFIELD, OHIO 
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white plastic formed Chevron sign 
with the blue and red stripes over- 
laid on the plastic. Using specially 
formulated Plexiglass blues and 
reds, the lights, when transmitted 
and diffused through the white, 
helped us to retain the same shade 
of blue and red by day or by re- 
flected and transmitted light. 

We asked to see a prototype sign 
and it was delivered for testing at 
our refinery’ service station on 
Monday, August 6 


> I thought that it was the best 
service station sign I'd ever seen. 
It was the same basic idea as the 
test sign in that the Chevron 
stripes were removable, as was the 
field at the top, which could be 
changed to blue or red. The light 
intensity was controlled so that it 
could be varied. One side of the 
identification sign was on the usual 
flat design which we had used in 
the past. But a new element had 
been added. The Chevron stripes 
were drawn to a high point or 
peak in the center of each stripe. 
The peaked stripes gave us added 
value not only in daytime for form 
and action but at night allowed 
the full advantage of both trans- 
mitted and reflected light in illu- 
mination. 

Our basic large plastic identifi- 
cation sign is a little over eight feet 
in depth. Our secondary interior 
illuminated sign is six feet in 
depth. We had planned both these 
signs for a rental basis and knew 
that we would need a smaller, less 
expensive sign for secondary units 
on which no rental would be 
charged. 


>In addition, there were certain 
locations which sold only gasoline, 
such as parking lots, on which we 
need a number of Chevron gasoline 
discs in the same shape and style 
as our gasoline pump disc. Afte: 
considerable experimenting we de- 
cided that for style of uniformity 
and for best appearance in_ all 
identification, we would also manu- 
facture the latter two signs in 
plastic. 

Both of these are exterior—illu- 
minated, the smaller Chevron sign 
is 442’ in depth and the disc a 50” 
circle. We feel these would give a 
uniformity to our station identifi- 
cation symbol, the 41%’ sign being 
an exact scale down of our 8’ and 
6’ signs. 


> The company’s identification sign 
changeover was set for May, 1959, 
and six months lead time for manu- 
facture and installation seem too 
short. But with the help of Rohm 
& Haas, Plasti-Line and our own 





organization, we decided that it was 
possible. 
One of the tools we used during 
this period was a 70 square foot Y RCORD 
recap chart. I mounted this recap ME E 


on the wall of my office. Here I 


kept track of the project while var- il 
ious sign erectors proceeded with FILMS 
the project. Our field people con- 


tinued with their inventory infor- 

mation, sign requests and the usual 

difficulties with securing new deal- —— 1 he q or d 

—rwe ¢ =} > : <c “1 ».. IS Meyercord s newly ertected, Custom-processe 

ee hdr te i line of PRESSURE SENSITIVE signs and trade marks developed specifically 
ee or the requirements of durable Truck Signs, Window Signs, Nameplates, 

assistant was detached from all and Product Markings for indoor and outdoor use on both light and heavy 

other responsibilities and was giv- equipment. These startling new films include: 

en full responsibility to proceed 

with the sign installation program. 

It was his job to select the install- 

ers, to decide whether or not any 

given sign erector could meet our Winston 

required four week installation pe- sauran cooanerr® 

riod, to examine their bids and as- 

sure himself that their equipment 

was such that our signs were in- 

stalled in the required four week 

period to meet out advertising pro- 

gram rquirements. wa arwens. TENNESSEE U.S 


. pi 

> If anything is going to make the Sy yy 
public yawn it’s a sign change. It i. 
has been said that advertising men 
love their logos more than their DRI-MARK 
wives. But did you ever hear a cus- = These high tensile strength PRESSURE SENSI- 
tomer say, “Oh dear . . . they’ve DECaL <a TIVE films and laminates give the greatest pos- 
gone to a sans-serif face on my sible latitude and flexibility to the Meyercord line 
favorite cereal or soap?” But, we DRI- MARK ~ Sea BAAR trons eve queveund wile Daever 
weren't only afraid of boring them ; cord’s own exclusive PRESSURE SENSITIVE ad- 

. we were afraid of losing them VI Nye == *& hesive—another development of the firm that for 
Who’d buy Camels if they called 64 years has maintained the world’s undisputed 


them Llamas? Who'd buy Lucky i leadership in development and production of 
cere : ; . Decal products. 

Strikes if they’d call them Fortu- See Meyercord’s in-plant Research, Art, Production 
nate Blows? Well, who'd stop at a OUTDOOR Pare — 


= and Service facilities assure the most careful proc- 
Calso station if they called it a essing and quality control. Remember, when it’s 


Chevron station? DRI- MARK DRI-MARK it's MEYERCORD! 


> We had to get people to look at MIRRO-t “CAL — - 

. 7 ; . Ch bright mirrorized 
this new sign. We had an idea. It wn mit and 3 mil) with MEYERCORD 
was a bolt of red cloth, about six ( -OLOR GARD 7O 
feet wide and eight miles long. It DR |- M A R K : 

ii 2 . Rapes - Now .. . all Meyercord DRI-MARK films are protected by 
was long and wide enough to make 


as COLORGARD 70... . Meyercord's exclusive laboratory- 
= : 9° : oe El ate Vt — tk developed and perfected clear top coat—the toughest, most 
more than 2,300 red bags to cove pent vital thar” tented P p P eet 


7 durable coat yet produced for the Decal and transferable 
more than 2,300 new Chevron film industry. Thoroughly tested! 


“a : Two years in actual use! 
Now as you consider this some- 


what zany idea, let me explain some rvEines Mylan ——— + 


the nuts-and-bolts problems that *A DuPont polyester film 
we faced with this sign change. We pre 
hired 44 sign erectors to handle the 

physical job. Working night and 


day, they couldn't cover our com- the MEYERCORD co. 


plete marketing area in less than CHECK ( Dept. H-207, 5323 West Lak» Street, Chicago 44, Illinois 
30 days. In other words, Bridge- 


port, Conn. would have new signs ATT 


; . y THE MEYERCORD CO. 
while Stamford, Conn. would still MAIL Dept. H-207, 5323 West Lake Street, Chicago 44, Illinois 
have Calso signs and it would be 


like this in every state. And, how COUPON 


do you schedule television and 24- at 

sheet and magazine ads when you PELs) 

don’t know who’s got what sign? oe 
The red bags solved this problem. 

We couldn’t get all the signs up at 

the same time but we could take 


Whatever your sign needs, you owe it to yourself to 
investigate Meyercord’s complete line of products. Our 
factory trained representatives will be glad to assist you 
in selecting markings for any particular requirement. 


We are interested in the following: (please check) 


C]} Point-of-Sale signs [_] Nameplates and product markings 
] Truck signs and lettering C) (others) 


Firm Name 


Address 


City Zone State 
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Here's Your Source 


Clock Movements 
For INDOOR SIGNS 


Sell signs with clocks in quantities to bak 
eries, dairies, breweries beverage compa- 
nies, ice cream and other manufacturers 
that sell through dealers. Point of sale 
signs with CLOCKS are always popular 
and are big traffic builders 

You produce the signs out of any suitable 
material and easily install the self-starting 
LANSHIRE clock fitups. Get into this vol- 
ume business! Lanshire precision fitups are 
ready to mount. Completely enclosed units 
that require no attention, 110 V. 60 C. 
A. Also other models. 1 year factory 
guarantee. U/L approved 


Send for Technical Specifications and 
Prices 


) 
aie nash ire 


CLOCK & INSTRUMENT CORP. 


America’s Oldest Producers of 
Electric Clock Movements Exclusively 


7548-58 S$. Loomis Bivd. 
CHICAGO 20 Phone AB 4-5800 


Problem: 


What type H-Frame 
Display to choose 
for your company? 


Yt 
“y" PANEL? 2UR NAME>) 


CANOPY? 
ae} 


= {youn 


STRAIGHT BACK? 


Solution: 


WEZARD FRAMES 


Offer these 
answers 

Custom Styling 
Modular Design 
Versatile Lighting 
Cabinet Space 
Lighted Sign 
Quick Assembly 
Hanging Panels 


GAY 
es" 


‘\ y Sf 
ag aS 


For more information send 
for our new ‘‘Wizard’’ H-Frame 
catalog and spec sheets 


HAAS 


DISPLAY INC. 
Dept. AR 


3011 Third Ave. So. » Minneapolis, Minn. 
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The New Sign 


tic, the red, white and blue stripes were 


. « Of illuminated plas 


visible both day and night 


all the red bags off at the same 
time and wouldn’t that be some- 
thing to advertise? 

Because we had a four-color ad 
scheduled for The Saturday Eve- 
ning Post which would hit the stands 
on May 13, it was decided to pull 
off the bags on that date. 


> On April 22, a teaser campaign 
broke. We put up 24-sheets fea- 
turing Hy Finn and the big red 
bag. Naturally this was seen by 
many customers who were still 
staring at Calso signs. But it told 
them something was up, something 
to look for. And, every time a 
crew put up a Chevron sign, they’d 
cover it instantly with a red bag. 

Hy Finn started appearing in 
newspaper ads with typical Hy Finn 
remarks such as “I certainly hope 
Calso fellows know what 
they’re doing.” 


those 


To make sure that the red bags 
were being noticed, we ran tv spots 
in prime times, over and over again 
A giant share of our budget fo 
advertising was spent in the short 
period from May 4 to 13 


> Then came May 13. Twenty-three 
hundred went out that 
bright, sunny morning and ripped 
off the red bags. Every key news- 
paper carried a big ad. The Satur- 
day Evening Post broke with our 
ad and we had large blowups at 
every station. 

“What are they gonna do with all 
those old Calso signs?” asked Hy 
Finn and that one quip brought 
us more comment than any other. 
So great was the flood of questions 
on what happened to the signs that 
we had a picture taken of them, 
resting in a New Jersey “sign cem- 
etery.”” Several publications ran the 
pictures under such title lines as 
“Here’s your answer to what hap- 
pened to the old Calso signs.” 

We feel that we had a successful 


dealers 


sign changeover and that the gen- 
eral public as well as ourselves en- 
joyed the campaign. We heard from 
a real Hy Finn in Brooklyn. And 
there was that couple in Glens 
Falls, N.Y., buying gas with a Ca- 
nadian credit card who said first 
that they had been looking for the 
red bags to buy and second, that 
they were sorry they wouldn’t be 
in this country to see what was un- 
der the red bags. There was a 
young man who wrote us from the 
Mediterranean fleet that he had 
been called away before the signs 
were unveiled and asked us to send 
him a photograph of what was un- 
der the big red bag. 


> To find out the more practical re- 
sults, we asked Marketing Impact 
Research Inc. to find out if we'd 
really done a job. They came back 
with the report that in total aware- 
ness of Chevron advertising in 
June, we scored 96° in Portland, 
Me., 83°. in northern New Jersey 
and in September it was 91 and 
89°,. In June after four weeks ex- 
posure, 81°, of the Portlanders 
knew the sign with the name 
blacked out and 83°) of the Jersey- 
ites did, in September it was up 
to 89 and 87°. This ranked Chev- 
ron fourth in Maine and third in 
New Jersey among nine long estab- 
lished gasoline station identifica- 
tion signs. 

When asked what gasoline people 
would consider buying, Chevron 
was named by 78% of the people 
in Maine and 67° of those in New 
Jersey—an excellent ranking for 
the newest brand in this regional 
market. 

Of course, any advertising survey 
wants to know where or when did 
a person see or hear your adver- 
tising. As expected, tv led in men- 
tions by a large margin. What sur- 
prised me was that in second place 
was “the gas station.” In analyzing 
this result, we can only attribute 
the fact that the gas station was 
second, to three factors. One, the 
fact that we did not take a chance 
on eliminating brand identification 
and teased people’s curiosity with a 
covered sign; second, all our adver- 
tising, especially the tv commer- 
cials, directed attention to the cov- 
ered sign and third, when the sign 
was uncovered, the general public 
was amply rewarded by the display 
of an outstanding station identifi- 
cation sign. 


>’ Now, some things are top-secret 
company business. In the gasoline 
industry, total gallons sold is one. 
But I can say that since the cam- 
paign we have had a substantial 
gain, several times that of the in- 





Easiest-to-Apply...Easiest-to-Remove Bumper Strip 


Rubber-Impregnated Pressure-Sensitive Stock 


There’s a big harvest of profitable business in Bumper Strips. 
Every car is a potential carrier ... every business a prospec- 
tive user. To help your customers’ Bumper Strips make 
friends while they make sales, use self-sticking Flex-Stik ““B”’ 
—the top-quality stock that prints equally well by letter- 
press, offset, or silk screen. Rubber-saturated for extra flexi- 
bility—sticks tight to curved bumper surfaces through rain, 
wind, heat, or cold... yet peels off quick and clean. 


Quich, Clean, One-Piece Remoual 
Investigate your growing profit market in Flex-Stik Bumper 


Strips today—write today for samples, prices, information. 
patria tl ail tt.) 
(Doc achts/ 


Plants in Chicago, Newark, Los Angeles, and Toronto, Canada 


OVER 25 YEARS OF PRESSURE-SENSITIVE LEADERSHIP! 
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dustry in our marketing area. 
All it took was humor, some red 
bags, an outstanding sign, and a lot 
of planning. And curiosity. For you 
see, the sales started to climb dur- 
ing the period that our new signs 
were covered with those red bags 
and people drove into the stations 
to find out what they were hiding. 
44 


Point of Purchase Manual 
Published by Kayton 


A new aid in planning a point-of- 
purchase program is being offered 
by Robert Kayton Associates Inc., 
New York, with the release of a 
comprehensive manual on the medi- 
um 

Entitled “Your Point of 
Manual,” the 


scribes the 


Pur- 
booklet de- 


merchandising 


chase 
place 
filled by p.o.p displays, the types of 
p.o.p. displays, the elements that 
should be inherent in an effective 
unit, pointers on planning a p.o.p. 
program, and a checklist for the 
buyer 
Several types of p.o.p. displays 
are illustrated in the booklet. 
for more details circle 542, page 129 


6 reasons why 


1. Faithful reproduction of colors 
and trademark: Ten vivid colors grab 
attention, stimulate impulse buying. 
We'll mail you a full-color reproduc- 
tion, on request. 


2. “Lock-light” seams: A Hanover 


exclusive. Seams are virtually invisible. 
No double thicknesses to throw shad- 
Ows; no gaps to leak raw light. 

3. Flexible size: 3/0” x 30/0” (illus- 
trated) or 5’7” x 147’2”, your Hanover 
sign fits your location, exactly, 

4. Design: In 29 years of sign design- 
ing, we have created attention-grabbers 
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New Store-Hour Clock Sign 
Developed For Retail Use 


A clear plastic store-hour clock- 
sign featuring movable hands has 
been developed by Goodren Prod- 
ucts Corp., Englewood, N.J. 

Developed for retailer use, the 
display unit is self-sticking for easy 
adherence. It contains two clock 
faces and two sets of grommetted 
metal clock hands: one pair for the 
opening hour, and one for the store 
closing time. The advertiser’s mes- 
sage, trademark, etc., can be im- 
printed in color. Pressure-sensitive 
adhesive can be placed on face o1 
reverse side depending upon post- 
ing requirements. 


- for more details circle 543, page 129 


Folder Shows Color Range 
Of Scotchlite Sheeting 


A sample folder with strips of 
Scotchlite reflective sign sheeting in 
the complete color range is avail- 
able from Grace Sign & Manufac- 
turing Co., St. Louis. 

In addition to the sample strips 
of the sheeting, the folder gives 
factual information on Scotchlite’s 
reflective brilliance in the various 


Dual Action Display 
display 


Two-product 


features separate, four-times 
faster motion of upper display than the 
lower unit. Unit is manufactured by Ac 


tion Displays, Berlin, Wi: 


color shades to help the user get 
the effect he desires. 

Also included in the folder are 
samples of transparent color print- 
ing on a background of Scotchlite’s 
Imperial white’s flat-top sheeting. 
These colors are available for silk- 
screening, offset 


shows 


letterpress and 
printing methods. A chart 
the colors available 


. for more details circle 544, page 129 


Distinctive ‘‘brush stroke” letters, in 10 colors, make this sign stand out in shopping center competition. 


this sign order went to Hanover 


for many successful customers. This 

experience is at your service. 

5. Embossed lettering: Any style and 

size lettering can be embossed in the 

sign face. Non-fading acrylic colors, 

applied to the inside surface, stand out 

sharp and clear for years. 

6. Low Cost: Our press, Hanover de- 

signed and built, forms the background 
..embosses letters and pictorials... 


shapes the “lock-light” seams... all 11 
the same operation. This enables us to 
offer you these features at prices you 
probably are paying for ordinary signs. 

Your letter or phone call will put 
our 29 years of counseling on store and 
brand identification at your service. 
Address Hanover Neon Electric Cor- 
poration, 771 North Fourth Street, 
Columbus 8, Ohio. 


HANOVER ...srers 6 good sion 





Advertisers Buying Guide 


All about 


PRODUCT winiarures 


Finding your way through the 
sources for miniatures of your 


product is a difficult matter, 


since materials vary widely, and 


manufacturers are scattered. 


By Bette Macon 
AR Associate Editor 


Your product in your prospect’s 
hand ah, that’s a thought to 
savor! And this is the charm and 
possibility of the miniature product 
model in today’s promotion picture. 

People have made and been fas- 
cinated by miniature models of larg- 
er objects since the days of Cleo- 
patra. But it is today’s sales promo- 
tion man who has pushed it to its 
present position of importance as a 
premium or specialty. 

The reason is simple. The mini- 
ature product model is unique in 
that it represents one product and 
no other. When used as a premium 
or specialty it is a highly effective 
sales promotion tool welcomed by 
the recipient for its novelty appeal. 
Before the novelty has worn off, 
the miniature has made the product 
familiar to the prospect. 


> Who makes miniature product 
models? Almost any manufacturer 
with the proper tooling or molding 
facilities could make them. Any 
model-maker could reproduce an 
exact-scale model for you. But if 
your miniature is to be used as a 
premium or sales promotion tool 

rather than as a part of an exhibit 
or display 


we would suggest you 
select a 


manufacturer who de- 
sires this kind of business and evi- 
dences it by an understanding of 
your problems and has equipment 
facilities to handle your miniature 
on a 


mass basis as 


production 
quickly and inexpensively as possi- 
ble. 

Once you have decided to use 
the miniature product replica as a 
premium or specialty you have a 
variety of choices open to you. The 
final selection will probably depend 
upon the your company 
wants to spend and the form you 
vant the miniature to take. For 
far from just being a novelty, the 
miniature replica is often produced 
in a practical form such as a coin 
bank, book-ends, ashtray, jewelry, 
toy, match container, etc. 


money 


It can be manufactured in almost 
any kind of material—metal, plastic, 
rubber, ceramic. If these choices 
seem confusing it’s wise to remem- 


ber that there are several separate 
industries involved in manufactur- 
ing miniature replicas at least part 
of the time. Since each of these has 
its own problems in manufacturing 
the miniature, the cost and produc- 
tion arrangements are distinctly dif- 
ferent in each. 


> To aid the buyer of miniatures, 
AR conducted its own private sur- 
vey throughout these separate in- 
dustries, discussing with them: 


Dream Boat and Tootsietoy Trailer .. . 
Tee-Nee Trailer Co. used Dowst-made 
replica as_ self-liquidating, self-promo 
tion piece at 1959 Chicago Boat Show 
Miniature trailer sold well at Tootsietoy 
price of $1 
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Wienermobile in Tru-Miniature . 


biles was produced by Product Miniatures, Pewaukee, Wis. Ti 
bobbing figure action through axle motion 


$8,000 for 


plates, etc 


was pared to client by 


chassi 


@ the types of replicas they manu- 
factured, 


@ the special costs involved, 


@ the particular problems inherent 
in each field as concerned the prod- 
uct replica. 


The following breakdown of man- 
ufacturer groups is presented as a 
buying guide. have been 
listed, whenever possible, but they 
are primarily there to give an idea 
of the bracket, more than to 
list an that will be 
charged. Remember, the major ap- 
peal your miniature replica will 
have is its quality of being unique 
and it is this very quality which 
will affect its price range, choice of 
material, and production set-up. 


Prices 


cost 


exact price 


Toy Replicas 


Easily the most expensive of the 
product miniatures, the toy replica 


Coming Next Month! 


. « Scale-model 


supplying 


Wienermobile was carried in 


f Oscar Mayer's fleet of Wienerm¢ 

»y has friction motor and 
Original production estimate of $25,000 
tandard dies for tire 


molds, wheel 


Tru-Miniature line for two year 


field includes a small group of man- 
ufacturers who produce scale-mod- 
el toys, usually vehicular, for their 
own distribution outlets. Authentic- 
ity is so important they work from 
blueprints or with the 
manufacturer’s engineers. 

While costs 


this 


product- 


thou- 
is like society’s 


run up in the 
sands, group 
“400” you can’t always get in 
If the product is applicable to their 
line, they may make a cost arrange- 
ment and—in addition to making a 
quantity run for the client—sell it 
as part of their line with the cus- 
tomer’s brand name on it. This gives 
the client-manufacturer a place in 
their huge distribution setups which 
number in the hundreds of 
This doesn’t happen 
however. 


thou- 


sands. often, 


Toy Replica Suppliers 


@ Dowst Manufacturing Co. 600 N. 


ALL AsBout Propuct REPLICAS 


And in the following months: 


ANTIQUE TYPEFACES 
Paper MERCHANTS 


SYNDICATED House ORGANS 


Cut-Out LETTERS 
Desk-Top PROJECTORS 


Comic Books 





Du Pont announces: 


stock program 


Now, immediate delivery of 42” ““PX’’ cloth, 
qualities 1 and 3, in the 26 preferred colors 


Basedon a survey of your requirements, Du Pont 
has set up a new stock program to give you a 
readily available supply of highest quality pyrox- 


ylin-impregnated book cloth. Du Pont is now 


stocking 42” “PN-1 and “PX’-3 (B and C 


Grades) for immediate delivery. You can order 
both qualities, trimmed or untrimmed, in a se- 
lection of 26 colors made up of your preferences, 
plus new colors added by Du Pont. 

“PX” * cloth is preferred as a bookbinding 
material because its uniform quality assures con- 
sistent results, run after run. It lies flat during 


printing and forming, has excellent dimensional 


PX CLOTH 
and FABRIKOID 


ime- 


stability, handles easily. And like all Du Pont 
bookbinding materials, ‘‘ PX” cloth resists mois- 
ture, grease and dirt—takes rough wear and 
abuse—is washable. 

This new program assures you of prompt 
shipment of Du Pont high-quality “PX” cloth. 
Order ‘‘PX’’ cloth from your distributor for your 


next binding job. 


FREE folder of actual color swatches 


plus information about the advantages of 
“PX” cloth for book covers 


coupon | elow 


just mail the 


Fabrics Division BP-04, Wilmington 98, Del 


Please send free sample swatch folder of material included 


in Du Pont’s new stock program 


Name___ = __s ~Position__ 


Company 





Address _ 
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Pulaski Road, Chicago 24... Pr 


ne |i tsietoy line of vehicle toys 


distribution outlets an Metal Replicas 


manufacturers name 

pl when sold in Tootsietoy lin There are different types of metal 
metimes makes pre-production cost ar replicas. The full-round or three-di- 
rangements with cu: oe bite: mensional model is produced by the 
casting method. The flat-backed or 

2-D replica is embossed. Normally, 

the cast metal replica is the more 

expensive. However, the embossed 

replica can run up in cost if or- 

dered in an unusual shape, requir- 

ing a blanking die, or embossed on 


ee a two sides. 
: ; 
SE I, SUNN WHEE « « « Both types are produced by fine 


Make Tru-Miniatures line of ys. Will 
3 craftsmen, many of whom are capa- 
‘ ve piiarttbi 7 Pe Ae ble of producing replicas with mov- 


ing parts. Disadvantages of this type 


ee ey aa x nae ae of replica include the fairly high 
Bee Oe ee er ne cee a rae EST. cost of all but the industrial jewelry 


items and the limitations as to color 
(OR TRADE MARK) 


for most of the manufacturers. 


TAND T oe Metal Replica Suppliers 
maker makes big business from hobby @ Award Incentives Inc., 160 Jay St. 
IN A CROWD cit eaturing «s models f planes Brooklyn 1 .. . Specializes in embossed 


@ Banthrico International Inc. . . . Na- 
tional Products Div., 17 N. Desplaines St., 
Chicago 6... thre« 


New AD-CLIPS | izascecereee aoe 


Keep your product or trade 
‘0 

a - a —-s " Tonka Toys Inc., Mound, Minn. 
hands or pockets. AD-CLIPS opeciaiizes in steel cars and ifuck | 
give you more impact from Features items wit ydraulic 
your advertising; increase traf- 
fic at conventions, sales meet- 
ings, open houses — anywhere 
you want your sales message 
to stand out. 


Your trade mark or product 
—in miniature — is lastingly 
molded in color to the clip of your ball- 
pen or mechanical pencil. Miniatures 
are neat, attractive, big enough to be 
recognized. In addition, your complete 
ad message is printed and sealed on the 
body of your pen or pencil by a plastic 
coating. Choose from eight top quality 
ball-pens and mechanical pencils in 
eight low cost price ranges. 


Give your product or trade mark 
exposure that gets results. Send for 
your free sample and prices today. 


eer w wm wm wm mm wm em em wm em em mem rerKK A 


(HOS OLSON, 


Paris, Illinois 


Please send me my free sample and complete 
information about the new Saleswinner Ad-Clip 
pens and pencils. 


My Name 


Name of Business 


Zone _ State Industrial Jewelry Replicas . . . Jewelry replicas are produced by the Green Duck Co., 
Chicago. Items shown include a Wilson ham cufflink; microphone tie rack; tv camera 
tie bar; steak lapel pin and tractor tie bar. 





@ Comet Metal Products Co., 9lst Av. & 
132nd, Richmond Hill, Long Island, N. Y. 


®@ Dodge Inc., 706 N. Hudson Av., Chicago 
10... cast metal re “as I finish 
@ Green Duck Co., 1520 W. Montana St., 
Chicago 14 . . . Industrial jewelry 1 


¢ eacl 


Fe 


® Gries Reproducer Corp., 3 Second St., 
New Rochelle, N. Y....T metal mir 


@ His Lordship Products Co., 245 Seventh 
Av., New York 1... An industria Ww 


r 
ry 
Ww 
Md 
Ww 
7 

w 

M7 

7 

w 

w 
w 
4 
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@ Leyse Aluminum Co., Kewaunee, Wis. 


THIS FOTOMAT... 


is your key to quality typography in a hurry. Now, with 
six Fotosetter machines going day and night, some 100,000 


perfect words can be produced every 24 hours by War- 

wick. May we get the word (and words) from you ... soon? 
@ The Metal Arts Co., 742 Portland Av., 
Rochester 21, N. Y. T on j 


end for 


rece” WARWICK TYPOGRAPHERS, INC. 


920 Washington Avenue « St. Louis 1, Missouri 
SERVING 43 OF THE 50 STATES « 


OVERNIGHT BY AIR SERVICE 


@ A. C. Rehberger Co., 2134 N. Magnolia 
Av., Chicago 14... 1st metal replicas 


: Put a PREMIUM on Your Product 


by packaging in Jardier 
Portable Coolers 


Unusual product packaging could be your 
key to extra sales. Jardier coolers offer many 
practical uses in packaging ideas... increase 
the value of your product. 
Use later as a picnic cooler, insulated ice 
bucket, barbecue cooler, etc. A tough, 
a durable, cellulite product — withstands 
rugged use. Two popular sizes, 5 gal. and 
3% gal. Prices start at 82 cents each. 
* Write for quantity prices and 
ardier eco. descriptive literature. 


1979 S. Allis St., Milwaukee 7, Wisconsin 
Division of Lakeside Mfg. Inc 


Newest Tootsietoy Replica 


. - Dean Van 
Line will get full impact of distribution 


and promotion by getting into the Dowst 
Tootsietoy line. Dean paid for 


tooling, 
artwork and special packaging 
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SAMPLE BOOK 


is full of surprises that help 
Pee 

e cure press problems 

Oe as Pa Ld ad 

e get the finest printing 

Tt ht ee Sats 

Tae a with sample sheets, 
ALA 4 surface specifier and 
handling tips 


Ask for book P-250 
THE BROWN-BRIDGE MILLS, INC., TROY, OHIO 


IDEAS by the 
boxful ! 


“I keep in my desk a boxful of clip- 
pings from ne Age,” writes an 
‘Tt 


advertising manager. *‘ is my idea-file, 
and I dip into it often when in need of 
inspiration.” Advertising Age, The Na- 
tional Newspaper of Marketing, is the 
world’s most widely read journal dealing 
with advertising and selling. One year’s 
subscription — 52 idea-packed issues — 
only $3, which is less than 6c per week 
Mail coupon below for trial. Money back 
guarantee. 


ADVERTISING AGE 200 E. Illinois St. Chicago 
Enter my l-year (52 issues) trial order for only 
$3. I must be satisfied or my money back 


NAME 
COMPANY 
STREET 


CITY .. Z . STATE 
(0 $3 enclosed [) Bill me () Bill firm 


@ The Robbins Co., Brook & Maple Sts., 
Attleboro, Mass. juct miniatur I 


@ Shore Manufacturing Corp., 224 E. 
Second St., Mineola, N. Y. . . . meta! mir 


Ceramic Replicas 


The term “ceramic” means formed 
from clay or earthen materials with 
the action of extreme heat. Included 
in the term are pottery, china, 
stoneware, porcelain, etc. Color dec- 
orations are usually fired-on, giv- 
ing permanence as well as beauty 
and brightness to the decorations. 
The ceramic replica is not to be 
considered where authenticity is de- 
sired in an intricately shaped design. 
As one ceramic manufacturer put 
it: 

“Where extreme detail is desired, 
reproduction in ceramics is not de- 
sirable.” 

This would apply mainly to rep- 
licas of machinery or similar prod- 
ucts which need exact-scale models 
for promotional appeal. On _ the 
other hand, the ceramic replica can 
be more creative in concept. There 
is no doubt of its appeal to the con- 
sumer, and the ceramic replica is 
frequently used in premium promo- 
tions, often as a_ self-liquidating 
item. It can also be used as utili- 
ty items in the form of salt-and- 
pepper’ shakers, piggy 
banks, ete. 


ashtrays, 


Ceramic Replica Suppliers 


@ Ad Art Products Co., 11406 Euclid Ave.., 


Cleveland 6... T 


f 


Allison Prop-Jet Model 
Revell Inc. produced 
this miniature working 
model showing how 
the giant Allison 
engine operates 
Finished model is in 
four colors, 16” size 
It took two years, 
and $150,000 for 
research and 


4H 


development 


@ American Decorators 15 Coates 
St.. Trenton 10, N. J... . Works 
leal with product decorations 


1 


matching 
, Chatham, N. J. 


er 1s 


® Sebastian Studio Inc., 
Marblehead, Mass. 


ies 


13 Bassett St., 


ignel 


Match Carton Replicas 


These are mainly die-cut replicas 
of the company’s package in vari- 
ous kinds of cardboard stock. While 
product replicas can be produced, 
the manufacturer is necessarily 
limited in intricate cut-out work. 
For one thing, the finished carton 





CLASSIC 


ELEGANCE 
ATTAINS A NEW PINNACLE 


The classic laid antique finish of Rising’s Line Marque 
now is available in white and a selection 
of five soft pastel colors in a smart, contemporary 
interpretation of “Fine Paper at its Best.” 
\ Line Marque pastel affords an ideal medium fot 
communicating a creative awareness 


nurtured within the confines of impeccable classic taste 


RISING 
LINE MARQUE 


25% COTTON FIBER 





COLOR ADDS DISTINCTION 
TO THE PAPER WITH THE 
“HAND-MADE” QUALITY 


modern papermaking techniques assure the highest 
color evenness, cleanliness and sheet uniformity in 
ne Marque. This outstanding paper, with its unique 
laid antique finish, costs no more than ordinary 25% Cotton 
Fiber Bond papers. It is suited ideally to blind embossing, and 
offset, letterpress, steel engraving, copper plate, gravure, thermo 


raphic and photogelatin reproduction processes, 


RISING 


LINE MARQUE 


25% COTTON FIBER CONTENT 


Sheet Stock — In Antique Ivory, Aqua Blue, Petal Pink, 


Colonial Green, Dove Gray and White. 


Substance 20 Substance 24 
500 1000 500 1000 
Sheets Sheets Sheets Sheets 
20 40 24 418 
10 80 18 96 


Second Dimension Denotes Grain Direction 
Laid surface. Watermarked. Wrapped 500 sheets to a package. 
Available in full size sheets as well as letterhead sizes, boxed o1 
ream sealed. Matching Envelopes, in all 5 colors and White, are 


wailable in the above Substances from Old Colony Envelope Co 


500-sheet Ream Boxes of Ris- 
ing Line Marque (8% x 11) 
introduce new user conven 
ience. Available in White and 
all colors, Sub. 20 and 24. 
Also supplied in Junior Car- 
tons of ten Reams each. 


WV rite for samples and the name of the Rising merchant nearest you 


RISING PAPER COMPANY, HOUSATONIC, MASS 


* Rp R 
. 





Matchbook Container Replica 
Western Sugar Co. 


. . « Great 
used this package 
replica and bookmatches to familiarize 
wholesalers, brokers with 
new sugar package. Replica was pro 
duced by Lion Match Co 


and dealers 


must be practical for assembling 
and match-containing purposes. Re- 
production of color, brand label, etc., 
is usually very good, however. 

Whatever this replica-type may 
lose in authenticity or craftsmanship 
appeal, it makes up in _ practical 
sales appeal. Its big selling power 
comes from the fact that it is packed 
with matches and makes a practical 
gift, in addition to being 
novelty reproduction. 

Service companies, such as clean- 
ing and laundering establishments 
frequently order a replica of their 
panel truck. Sales reps find them 
good door-openers in winning com- 
mercial accounts, and 
receptive to putting them on the 
counter since they usually give 
matches away anyway. The replica 
carton is a _ novelty 
much attention. 

Any kind of price quote is almost 
impossible to obtain from a manu- 
facturer until he sees what will be 
needed. This cautious attitude to- 
ward sticking their price-necks out 
on a limb stems from their de- 
pendence on the assembling and 
match-fitting problems involved, the 
intricacy of the die, and the quan- 
tity of the run. 


just a 


dealers are 


and attracts 


Match Replica Suppliers 


@ Atlantic Playing Card Co., 
St.. New York. . 


45 W. 25th 


- makes repli 


@ Lion Match Co., 11-49 44th Road, Long 


WHAT’S YOUR LINE? 
Autoncbiien cto 
Z wieback 


Or any product or service in 


Send for this full-color brochure show 


ing hundreds of attractive, 
advertising specialties; 
emblems, coins, 
motional items. 
extra Action and Zing 
promotion. Write Dept. 1-E: 


low cost 
buttons, badges, 
jewelry and other pro 
Guaranteed to add 
to your 


between? 
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next 


Green Duck Company 
1520 West Montana St., Chicago 14, Ill. 


Specialists in metal design since 


1906 


The cap that turns 90° Heat into a COOL 75° 


VAPO-COOL 


HEADWEAR 
WITH 
THE 
BUILT-IN 
COOLING UNIT 


Freshest Premium Item 
in many-a-year 


Cool! COMFORTABLE! WANTED! Their very 
. . their very novelty create interest 


freshness . 


Golf Style 
Retail Value $2.95 
U.S. PATS 
2544381-2875447 
OTHER PATS PENDING 


and desire. Make your program a remembered 


and appreciated one. 


And they're tried and true . . . tested for two years 
in several department stores, golf pro shops, 


Cypress Gardens. Used by Cincinnati 
and other baseball teams. 


People love ‘em, and why not? 


COOLING ACTION WHEN YOU WANT IT. 


LEGIONNAIRE 

STYLE 

Retail Value 
29 

Reds $2.95 
TROPICAL 
HELMET 


$2.95 


Water poured on outside of cap around cellulose 


sweatband drops temperature 15% to 20% 


CASUAL 
SPORT HAT 


within two minutes by evaporative action. Soft Retail 


aluminum band transfers coolness to head and keeps 


$3.95 


head dry. Delightful cool comfort from 4 to 6 


hours between applications. Made of 
waterproof saran mesh and silicone 
Company Emblems can be attached 


SSC ee 

AND QUANTITY PRICES 

ON THESE UNIQUE ITEMS 
a a 
STAMP-PLAN CATALOGS 
PRIZES + SALES INCENTIVES 


HENSCHEL 
MANUFACTURING CO. 
1602 Locust + St. Louis3 


handsome 


7 SPORTS VISOR 
fabrics. é 


VAPO-COOL DIV., Premium Dept. AR 560 


Gentlemen: Please send full information on 
Vapo-Cool Headwear 


Company 
Address 
City State 


Name Title 
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New idea in Clipboards... 


This all purpose clipboard, kit is a natural 
sales producing product. It has a sure-grip 
clip and two extra pockets . . . self-cover 
keeps papers clean and protected .. . pockets 
hold extra papers and booklets. Made of vir 
gin vinyl with electronically-bonded seams. 
Sturdy, attractive comes in wide range 
of colors. Prices include one-color printing. 


Quantity: 250 500 1000 
Unit price: $1.10 98 35 
Send for free literature. 


AMERICAN THERMOPLASTIC CO. 


425 First Avenue Pittsburgh 19, Pa. 


sHT 
TYPE 
2ECTION 


SERVICE TYPOGRAPHERS INC. 
723 S. WELLS ST., CHICAGO 7, ILL. WArrison 7-8560 


ue ae LL a 
AND PRINTING 


A complete “how it’s done” picture of the 
graphic arts field prepared by more than 100 
authoritative, technical contributors. 

Here is a complete source of information on the 
graphic arts field in easy to understand form 
one that you will want to keep within reach for 
ready reference. 


Profusely illustrated, this 423-page volume contains chapters on 


Originals for Reproduction 
Photographic Materials and Equipment 
Continuous Tone, Line and Halftone Photography 
Color Reproduction 
Photoengraving and Letterpress Printing 
Photolithography and Offset Printing 
Photointaglio Procedures 
Silk Screen Process 

e Civilization’s Debt to Paper 
every step and detail brought into crystal clear focus. 


This complete graphic arts library in a single volume costs only $15.00 
in U. S. and Canada $16.00 elsewhere. Sent postpaid if check en- 
closed with order. 10 days free inspection with return privileges if not 
completely satisfied. Make checks and money orders payable to: 


Adlvertising Requirements 


200 EAST ILLINOIS STREET * CHICAGO 11, ILLINO'US 
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@ Maryland Match Co., 1100 S. Eutaw 
St., Baltimore 30... repli hold 


@ Universal Match Corp., 400 Paul Av., 
St. Louis 35 


Novelty Replicas 


This group is somewhat of a 
catch-all, ranging widely both in 
cost and in materials used. The low- 
cost items are of particular interest, 
for they are available to those ad- 
vertisers who cannot fit large ex- 
penditures into their promotional 
budgets. 

Necessarily, in order to get a low 
price, something must be sacrificed, 
and that is usually authenticity 
However, impact on the prospect 
can be achieved. 

It is almost impossible to general- 
ize about this group, and the best 
idea of what it contains may be had 
by examining the descriptions in 
the manufacturer listings below. 


Novelty Replica Suppliers 


@ Admart Inc., 56 W. 45th St. New 
York 36 f cast met 


@ American Advertising Specialties Co., 
251 Rockaway Av., Brooklyn 33 


@ Beacon Plastic Corp., 





® Clearfloat Inc., Attleboro, Mass. 


YH wan yo 
w chuul ak 0 » SALES 


®@ Distinctive Embedments Inc., P.O. Box —w~ 
2446, Providence 6 . . . produces miniatur STIMULATOR 
models for imbedding in ir plast s 


YOUR REQUIREMENTS TC AMERICAN DECORATORS 15 COATES ST TRENTON N J 
@ Hewig Co., 45 W. 45th St., New York 36 


IcKkea 


@ Edward L. Mobley Co. 150 Main St., 
Wadsworth, Ohio... i I f t 


A 12 MONTH 
CALENDAR AND 
APPOINTMENT PAD 


THAT STARTS THE 


@ Oak Rubber Co., Ravenna, Ohio .. . 


@ Pencil Specialty Co., 1034 Clinton St., 
Hoboken, N. J. I 


INKS 


begins in 
MAY - SEPT. - JANUARY - MARCH 


- : as Shows full month’s appointments at a glance 

t t . ’ : 
otieen tien eels Contains full year’s supply of appointment sheets 
folder with 4 line Sheets can be filed as permanent records 


GOLD IMPRINT Special messages may be printed on calendars 
@ Progressive Products Inc., P.O. Box 391, on orders of 5000 or more 
Union, N. J... . This manufacturer ha (prices for special orders submitted on request) 


LS SOS eB eee ae eae aes 


Send to REVELATION PLASTICS, INC. 
— A.R., 74 Washington Street, New York 6, N. Y. 


INCLUDES UP TO 4 LINE GOLD IMPRINT 
Please type in your imprint in this areo 


Firm Nome 


®@ Scripto Inc., Advertising Specialty Div., 
P.O. Box 4926, Atlanta 2... mak: 


@ Souvenir Lead Pencil, 202 
NW, Cedar Rapids, Ia. . 1 Signed by 


i | 
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Always Something New .. . 


Specialty Shows 
Full of ideas 


With — the 
available to use in specialty adver- 
tising, one would think that there 
would come a time when manufac- 
turers would run out of ideas, and 
when the market would be satis- 
fied with the old standbys 

Judging, however, from the simul- 
taneous shows of the Advertising 
Specialty Natl. Assn. and the Ad- 
vertising Specialty Guild Intl., there 
is always room for a new idea or 


thousands of items 


an old idea with a new twist, to 
supplement the old reliables 
Following are brief descriptions 
of items available to the advertis- 
ing and_= sales promotion man 


through authorized 


specialty dis- 
tributors 


Flashing One end of this 
Lantern lantern flashes red, 
and the other is a 
steady white beam. For added con- 
venience, the white beam can be 
removed from the case and placed 

957 


anywhere, still shining, within 
A useful gift for a car owner, or an 
outdoorsman. Prices start at $7.60 
a unit 


for more details circle 527, page 129 


All-Plastic A handsome set of 
Playing Cards two packs of play- 
ing cards, in a felt- 
lined gift box which can be per- 
sonalized or imprinted, is available 
as part of the Parisco line. The 
manufacturer claims it will outlast 
537 decks of ordinary playing cards, 
and that the printing surface car- 
ries a life-time guarantee. Price is 
$10 for the boxed pair of decks 


for more details circle 528, page 129 


Mile A useful specialty 
Master which could fit into 

a campaign for a 
product, like tires or gasoline, whose 
usage is linked to miles, is the Mile 
Master, part of the Illini line. This 
plastic device has five openings 
through each of which a number 
can be set, in order to keep a visi- 
ble record of speedometer readings. 
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In white plastic, the mile master 
clips onto the visor, and carries two 
lines of imprinted message. Its price 
ranges from 27¢ to 18¢ each, de- 
pending on quantity. 

for more details circle 529, page 129 


Car Tissue An imprinted dis- 
Dispenser penser fits on the 
visor of the auto- 
mobile. Unit holds 50 single or 25 
two-ply, 6x8” sheets of cleansing 
tissue. Unit cost ranges from 10¢ 
to 15¢ depending upon quantity of 
order. Prices include imprint of up 
to five lines of copy. 


. for more details circle 530, page 129 


Shopping An attractive light- 
Net weight shopping net 
has been added to 
the Sirco line. Of surprising capaci- 
ty, it folds down, when empty, to fit 
in a clear vinyl case small enough to 
carry in a woman’s handbag. The 
flap of the case can carry four lines 
of copy. Prices, including imprint, 
run from 34¢ to 20¢, depending on 
quantity. 
for more details circle 531, page 129 


Flowers and An attractive spe- 
Candles cialty that is es- 
pecially appealing 
to women has been added to the 
Federal line. Called the Fleurette, 
the speckled white plastic item has 
a cap whose curved slots hold short 
stemmed flowers in attractive ar- 


Maybe if we gave stamps? 


rangements, while a candle may be 
placed, if desired, in the center. The 
bottom section may be used alone, 
with or without a candle. 

Prices, with imprint, range from 
80¢ down to 53¢. 


- for more details circle 532, page 129 


Advertising 
Ash Trays 


glass ash 
trays in two styles 
are illustrated’ in 
the customer’s choice of stock ad- 
vertising cuts. The cuts cover a 
wide variety of business applica- 
tions and a number of stock borders 
and designs can also be added with 
no extra charge. Price is 28¢ each 
for minimum of 72 units 
Price includes one-color imprint 
with contrasting background. 


Lowcost 


order 
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Screwdriver An ingenious com- 
Keychain bination of key- 
chain and screw- 
driver is offered by Mainline. The 
red plastic case holds a regular and 
a Phillips blade, each of which can 
be removed separately, and fitted 
into a chuck at one end of the case 
The other end 
keychain. 


holds a_ standard 


Price, including a three-line im- 
print, starts at 55¢ and goes down 
to 35¢. Individual mailing boxes are 
available at low cost. 
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Traveling This inflatable 
Hanger hanger travels flat, 
inflates after just a 
few breaths of air and a pinch of 
the self-sealing valve. It will sup- 
port garments of all weights and is 
designed to keep the shape of a 
blouse, etc., hung on it to drip dry 
Hot stamp imprinting in standard 
colors; normal copy limit, 4 lines 
in a 3xl” area. Price is 54¢ each 
for minimum order of 50. 
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Click Design A new innovation 
Matchbooks in match book de- 
sign with a_ top 
cover opening that curves over the 
frame of the wooden matches. Be- 
cause the two curved edges just 
overlap and are stiffened slightly 
on the underside, they snap _ to- 
gether or apart with finger pres- 
sure. This design offers additional 
ad-readership space by providing 
two inside covers plus a safety fea- 
ture, since the unused matches are 
shielded from accidental ignition 


- for more details circle 536, page 129 


Eye-Glass 
Cleaner 


For people who use 
eye-glasses, this 
clever new special- 
ty will be welcome. In a neat plas- 
tic case are contained two reser- 
voirs of silicone compound. The user 





They were for your best girl. You found 
them growing in a vacant lot. And when 
you saw their bright colors, you thought 
Oh, what a wonderful present! 

Never in the world was there such a 
bouquet. Didn’t she say so herself? And 
smother you with kisses till you nearly 


burst with love and pride? 


LT I 


EASTERN FINE F 


ALIN i ¢ 


Your image of love has grown mort 
complex. But your sense of pride is still 
young and enthusiastic. It's what made 
you turn out that rush printing job in 
record-bre aking time \ darn good job too 

\nd if our good papers helped make it 
possible, who could blame us for feeling 


' 
proud with you? 





Keeping one eye on quality— 
and the other on the budget ? 


Then Fastern’s Manifest line is your paper. sond, Duplicator, 


Mimeo, or Ledger—take your choice. Economy priced, yet you get 
high bulk, even caliper and correct moisture content in all four. 
[his means faster, trouble-free production. Brighter, more sparkling 
copies, too 


Ask your Eastern Franchised Merchant for samples of Manifest 


Papers in white and colors. Or write us direct. 
a EASTERN FINE PAPERS 
EASTERN FINE PAPER AND PULP DIVISION * STANDARD PACKAGING ORPORATION + BANGOR, ME 


Production facts: This insert lithographed on new, brilliant white Atiantic Opaque, Vellum finish, basis 80, on a 52 x 77 4-color press, 30 up at 
4.000 IPH. Sheet size 4912 x 7634. Color sequence was yellow, red, blue, black. Press plates were deep etch aluminum from 175-line screen positives 








FASTERN 


FRANCHISED 


MERCHANTS 


ALABAMA 
BIRMINGHAM 
Sloan Paper Company 
CONNECTICUT 
BRIDGEPORT 
Lott-Merlin, Inc 
EAST HARTFORD 
John Carter & Co., Ine. 
NEW HEAVEN 


Whitney-Anderson 
Paper Co., Ine. 


STAMFORD 
Lott-Merlin, Ine 
FLORIDA 
MIAMI 
Coronet Paper Products Co. 


Southeastern Paper & Supply Co. 


GEORGIA 

ATLANTA 

Sloan Paper Company 
ILLINOIS 

CHICAGO 

Dwight Brothers Paper Co. 

Reliable Paper Company 

Empire Paper Company 
INDIANA 

FORT WAYNE 

The Millcraft Paper Co 

INDIANAPOLIS 

Indiana Paper Co., Ine. 

MacCollum Paper Co., Inc. 
KENTUCKY 

LOUISVILLE 

The Rowland Paper Co., Ine. 
LOUISIANA 

NEW ORLEANS 

Alco Paper Co., Inc. 
MAINE 

PORTLAND 

C. H. Robinson Co 
MARYLAND 

BALTIMORE 

Garrett-Buchanan Co. 

Leonard Paper Company 
MASSACHUSETTS 

BOSTON 

John Carter & Co., Ine. 

The Century Paper Co., Ine. 

Von Olker-Snell Paper Co. 

SPRINGFIELD 

Whitney-Anderson 

Paper Co., Ine. 


WORCESTER 
Butler-Dearden 
Paper Service, Inc. 
MICHIGAN 
DETROIT 
Chope-Stevens Paper Co. 
MISSOURI 
KANSAS CITY 
Wertgame Paper Co. 
ST. LOUIS 
Shaughnessy-Kniep-Hawe 
Paper Co. 
SPRINGFIELD 
Wertgame Paper Co. 
NEW HAMPSHIRE 
CONCORD 
John Carter & Co., Ine 
MANCHESTER 
C. H. Robinson Co. 
NEW JERSEY 
NEWARK 
Central Paper Co. 
TRENTON 
Central Paper Co. 
NEW YORK 
ALBANY 
W.H. Smith Paper Corp. 
BUFFALO 
Franklin-Cowan Paper Co. 
JAMESTOWN 
The Milleraft Paper Co. 
NEW YORK 
Berman Paper Corp. 
Duplicating Papers, Inc 
Inter-City Paper Co. 
Majestic Paper Corp. 
Geo. W. Millar & Co., Inc. 
Milton Paper Co., Inc. 
Pohlman Paper Co., Inc. 
ROCHESTER 


Genessee Valley Paper Co., Inc. 


NORTH CAROLINA 
HICKORY 
Snyder Paper Corp 
HIGH POINT 
Snyder Paper Corp 
CHARLOTTE 
Snyder Paper Corp 
OHIO 
AKRON 
The Milleraft Paper Co. 


CINCINNATI 

The Johnston Paper Co. 

Merchants Paper Co. 

CLEVELAND 

The Millcraft Paper Co. 

COLUMBUS 

Sterling Paper Co. 

MANSFIELD 

Sterling Paper Co. 

TOLEDO 

The Milleraft Paper Co. 
PENNSYLVANIA 

ALLENTOWN 

Kemmerer Paper Company 

LANCASTER 

Garrett-Buchanan Co. 

PHILADELPHIA 

Garrett-Buchanan Co. 

Molten Paper Co. 

PITTSBURGH 

Darragh Paper Co. 

READING 

Garrett-Buchanan Co. 
RHODE ISLAND 

PROVIDENCE 

Narragansett Paper Co 

John Carter & Co., Inc. 
TENNESSEE 

CHATTANOOGA 

Sloan Paper Company 
TEXAS 

DALLAS 

Olmsted-Kirk Company 

FORT WORTH 

Olmsted-Kirk Company 

HOUSTON 

L. S. Bosworth Co., Inc. 

Olmsted-Kirk Company 

Waco 

Olmsted-Kirk Company 
VIRGINIA 

RICHMOND 

Virginia Paper Co. 
WASHINGTON, D.C. 

Virginia Paper Co. 
WISCONSIN 

MILWAUKEE 

Reliable Paper Co. 
MONTREAL, P.Q., CANADA 

Lauzier Paper Limited 
TORONTO, ONT., CANADA 

General Paper Company 





merely places the lens between the 
two parts of the cleaner, presses 
gently to deposit a spot of silicone, 
and polishes with a handkerchief. 

Produced by Kleer-site, the 
cleaners can be obtained with a 
three line imprint, and packed in a 
special polyethylene bag, at prices 
ranging from 38¢ to 25¢ each, de- 
pending on quantity. 
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Handy 
Corkscrew 


A corkscrew de- 
signed on a 
principle is avail- 
able from the Bel-Aire line. A twin 
screw design compresses instead of 
expands the cork, making it easier 
to remove. The plastic tube that 
protects the screws in your pocket 
slips through a hole in the handle 
to provide sufficient 
operating. 

With imprint, the 
from $2 down to $1.50. 
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new 


leverage in 


price ranges 


Folding An 
Shovel 


ingenious and 
imaginative tool 
has been added to 
the Beacon line in a light-weight 
plastic shovel. Made of Marlex, the 
shovel is sturdy and full-size, with 
a 12” square blade, 41” over-all 
length, but it folds to 12x21”, 
small enough to fit easily in a car 
trunk. 

Retailing at $3.95, the price, in 
quantities, drops as low as $2.75. 
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Norge Promotion Calendar 
Developed for Dealers 


A new wall chart that moves the 
calendar 90 days ahead for retail 
promotion planning has been printed 
for Norge home appliance dealers 
by Borg-Warner Corp. 

The new calendar lists Easter in 
January, Halloween in July, and 
Christmas in August, according to 
Harry McDavitt, Norge National 
sales promotion manager. 

“Special days and events come 
and go so fast that the average home 
appliance dealer misses many mer- 
chandising possibilities,’ said Mr. 
McDavitt. “We feel we've solved 
this problem for thousands of deal- 
ers by listing 57 events at least 90 
days before they occur.” 

The wall chart also carries a 
monthly calendar which circles 64 
other milestones, such as religious 
and civic holidays, selling seasons, 
and appliance’ anniversaries. It 
measures 11x20” and is being dis- 
tributed by Norge dealers to their 
customer lists. 44 


The Six Uses of Premiums 


1. As a sampling device which can 
be either a product or a service. 


| 


2. To encourage loyalty to a product, 
a store or a service. 


3. As an incentive for larger orders 
or purchases. 


4. To create extra effort on the part 
of distributors, salesmen or others 


who influence the distribution effort. 
5. To improve a brand image. 


6. To obtain demonstrations of goods 
or equipment. 


Ward F. Parker, J. 
Walter Thompson Co., 
in a speech before 
the New York Chap- 
ter of the American 
Marketing Assn. 





New Specialty Produced 
For Graphic Arts Field 


A new giveaway item designed for 
sales promotion use in the graphic 
arts field has been developed by 
Draft-All Triangle Co., New York. 

A standard 8”, 45/90 drafting tri- 
angle, the item can be 
with the advertiser’s name. 


imprinted 


It includes angle guide lines, per- 
manent line and scale stamping into 
the clear plastic, and the most pop- 
ular scales for all applications. 

Additional suggestions for recipi- 
ents include engineers, hobbyists, 
etc. 

Prices, including imprinting and 
instruction sheets, are $1 each fo 
minimum orders of 500 units. Larger 
quantity prices are available. 
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Carry-All Premium Line 
Shown in Color Catalog 


A complete line of women’s car- 
ry-all bags, available for premium 
use, is illustrated in a_ full-color 
catalog from Columbia Products 
Corp., Brooklyn. 

The Columbia line features plaid, 
tweed or tapestry styles in the large 
capacity sizes currently popular. 
Many of them are rubber-lined. All 
have plastic trim with heavy-duty 
reinforcing at stress points. 

The carry-all’s are available in 
approximately 30 different 
and range in price from 79 
per unit. 

Copies of the catalog are avail- 
able. 


styles 
to $5 
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TO YOUR 


PRODUCT OR SERVICE 


A new idea for popular match giveaways. 
Let us specially design for you an attrac- 
tive, attention-getting container, simulating 
your package, product or service. Filled with 
bookmatches giving repeated advertising im- 
pressions of your message. Your customers 
and prospects will use them with pleasure 
... Show them with pride. Wonderful for all 
promotions because there’s nothing like re- 
semblance for remembrance! Call us today 
for further information on your product 
replica. 


Lin Match Company, ine 


11-49 44th Road, Long Island City, N. Y. 
EXeter 2-3500 


OFFICES IN ALL PRINCIPAL CITIES 


) 
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When buying type, 


In the advertising world the 
relationship between suppliers 
and buyers is—or should be— 
a very special thing. 

For example, a man doesn’t 
just buy typography. If he 
does business with an ATA 
shop, he gets more than type. 
He gets intelligent interpreta- 
tion, he gets counsel, he gets 
conscientious service . . . he 
gets thinking all along the line. 

He looks to us for something 
more (and better) than an 
arm’s length association. He 
looks for help in all emergen 
cies—eager, ungrudging help 

without the need to beg 
for favors. He looks to us to 
exercise our initiative, our ex- 
perience and our judgment. 
If there is a better way to do 


be more than just a customer 


something, he knows we’ll 
bring it to his attention. If he 
gets in a jam—well, ATA 
shops are advertising profes- 
sionals. There is no fuss, no 
ulcers, no storms. 

And when the bill comes in, 
he knows he’s getting the best 
value in town. 

In this way, the ATA shops 
have earned their industry- 
wide leadership through 
dependability, quality and 
economy. 

If you'd like to be treated as 
something more than just a 
customer, any ATA member 
will welcome your business. 
Right from your very first 
phone call, you'll detect the 
difference. Why not use that 
phone today? 
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CINCINNATI, OHIO 


I y 


CLEVELAND, OHIO 


B k 


COLUMBUS, OHIO 
DALLAS, TEXAS 
DAYTON, OHIO 


DENVER, COLORADO 


DETROIT, MICHIGAN 


INDIANAPOLIS, INDIANA 
KALAMAZOO MICHIGAN 
LOS ANGELES, CALIFORNIA 
MILWAUKEE, WISCONSIN 
MINNEAPOLIS, MINNESOTA 


NEWARK, NEW JERSEY 


NEW YORK, NEW YORK 


Advertising Typographers Association of America, Inc. 


Executive Offices: 461 Eighth Avenue, New York 1, N. Y. 


WHAT IS ATA? ATA stands for the Advertising Typographers 
Association of America, Inc., an organization of craftsmen helping 
advertisers get greater returns from advertising. For over 39 years 
ATA has been the hallmark of advertising typography. Any member 
welcomes your inquiry and an opportunity to demonstrate ATA- 
calibre quality, dependability and economy. 


62 - aD * May 1960 


PHILADELPHIA, PENNSYLVANIA 


PITTSBURGH, PENNSYLVANIA 
PORTLAND, OREGON 
ROCHESTER NEW YORK ; 
ST. LOUIS, MISSOURI 
SEATTLE WASHINGTON 


TORONTO, CANADA 
& = t ted 





By William Lang 


As the advertising manager for a 
business publication I’ve run across 
a few points in my everyday jobs 
with layout of pages and ad position 
that are perhaps too obvious to be 
noticed readily. Or maybe it’s just 
that advertisers and agencies are 
too busy to take the time to ferret 
them out, for they do require some 
analysis, but it’s not complex. 

And taking the time to do it can 
improve the positions your ads re- 
ceive ... without a nickel’s position 
charge. In the end, the time spent 
will be more than repaid by the 
better positions. 

For purposes of demonstration, 
let’s use the more or less standard 
81x11” page, with three columns 
of ten inch depth. 


> The first step in your quest for 
improved position is to carefully 
look over the publication’s policies 
and procedures. Let’s say, for ex- 
ample, that the publication you are 
considering won't accept “strip” ads, 
that is, ads that are more columns 


How Layout can Beat the 


Premium Position Charge 


wide than inches deep. (For ex- 
ample, a 3 column wide by 1” deep 
space.) Many have such a policy. 
And for you who want your ads 
on a page with editorial matter, this 
is a natural spot for a full page im- 
pression without paying full page 
prices. 
> Here’s how: Make your ad a 3 
column by 71%” or 8”. The publica- 
tion’s own policy precludes any 3 
column by 2” or 2%” ads being 
placed over it. So you can be sure 
your ad won't be buried by a small- 
er one. Editorial matter is the only 
thing the editor can put there. 
And even if he uses illustrations 
in that spot, the small area limits 
the size of the illustrations he can 
use. You still can dominate the page 
easily by using a large illustration 
or headline. 


> You'll also find that in some pub- 
lications the man who makes up the 
pages either consciously or uncon- 
sciously follows certain easily rec- 
ognizable patterns. One fairly com- 
mon practice is to invariably place 


“heavier” ads toward the bottom of 
a page and “lighter” ads over them. 
The obvious pointer in such a pub- 
lication is to avoid heavy reverses 
or large, dominant illustrations. 

Use enough white space to make 
your ad appear “light.” Your ad 
need not suffer from lack of atten- 
tion because of it if you plan care- 
fully. And the more favorable top 
spot you'll get will offset any lack 
of dominance. 


> There are some common sizes and 
shapes too, that are “naturals” for 
the top spot on a page. If a publica- 
tion follows the practice of placing 
smaller ads on top of larger ones, a 
2 column by 24%” ad is just right for 
filling the spot on the dummy atop a 
2 column by 714” space, which is a 
common half page size. 

On the contrary, a 2 column by 6” 
ad (or 1 column by 6” ad) can’t be 
placed on top of anything, and will 
always end up with one or more 
smaller ads on top of it. 

The reverse is true with a publi- 
cation that puts small ads on the 
bottom, larger ones on top. The 1 or 
2 column by 6” space has to go at 
the top of the column _ because 
there’s no size in the book that can 
be placed over it, according to pub- 
lication policy. 
>’ The direction in which an ad 
“faces” can determine the position 
it gets, too. By this is meant the 
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»- hole 


kit (shown) 


For binding scrapbooks, photo 


albums, presentation kits, 
records an 


TAUBER PLASTICS, INC. 
eee 


200e Hudson St , WO 66-3880 


Prom fion Men! 


it type 


IN SECONDS! 


Only $10 at 


"I I t 


HABERULE 


Box AR 245, Wilton, Conn 


~ still the BIG value 
in BIG lettering! 


ee Y SET-IT- vounsrur FONTS. 
-. ¥ WIDE RANGE OF STYLES” 
 YLOWEST PER-WORD COsT 
vy SIZES UP TO 2 INCHES 


- Letter-It 


P.O. BOX 3261 
OKLAHOMA CITY 5, OKLA. 


Coming Next Month 


The best of the 
Art Directors Shows 
of the past year. 
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general direction in which the ele- 
ments of an ad appear to point, o1 
direct the attention. You'll find that 
on one column by 10” ads, making 
them “face to the left can increase 
their chances of getting an outside 
right hand spot 

There is appare ntly some sense ol 
correctness (or maybe it’s editorial 
vanity?) in using the ad to point 
into the editorial matter on a page 
> These general rules won't always 
apply. But they work most of the 
time enough of the time, at 
least, to make it worth your while 
to analyze and verify policies and 
practices of a publication with these 
pointers in mind 

You'll find your ads doing a big- 
ger job because of the better posi- 
tions, and best of all, 
usual 15 


without the 
added charge for pre- 
mium positions! a4 


Early Typefaces in 
Morgan Press Catalog 


The Morgan Press, 120 High 
Point Rd., Scarsdale, N.Y., has is- 
sued a type specimen catalog repre- 
senting what the concern describes 
as “the largest collection of early 
typefaces in the country.” 

Included among the over 1,250 
fonts shown in the specimen cata- 
log are, with dates of design, such 
Illuminated, 1876; 
Mezzotype, 1880; Koster, 1888; Ten- 
dril, 1878 Shaded, 
1869; Telephone Gothic, 1881; Text 
Ornate, 1872; Queen Anne Text, 
1881; and Ringlet, 1882 

The specimen catalog is priced 
at $6, which can be credited against 
orders q¢ 


oldtimers as 


Broadgauge 


Folder Describes 
Rules and Borders 


A folder listing samples of Rule- 
Pak rules and borders offered by 
Fototype Inc. is available from the 
company 

The layout and composition aids 
can be used in ad borders, underlin- 
ing, boxes, reverse headings, head- 
ing accents, color panels, tone pan- 

rulings, office forms, 
decorative effects, newspaper head- 
ings, certificate 


els, coupon 


column 
rules, charts, graphs, title page de- 
signs and cover designs. 


borders, 


The rules and borders come on 
sheets of pressure-sensitive paper 
stock diecut and printed to various 
widths and border designs. In use, 
the rule or border desired is lifted 


‘ 


from the protective backing and 
positioned on the layout. 

According to the 
eliminate the need for ruling with 
India ink or ballpoint pen in the 
preparation of copy for offset or zinc 
reproduction. The line laid down 
with the 


company, they 


Rule-Pak selection is not 
final as are drawn lines. If a change 
in the layout is desired, the Rule- 
Pak line 


tioned 


is picked up and re-posi- 
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Lettering Set Offered 
By Keuffel & Esser 


combining both 
upper and lower-case 


A lettering set, 
letters and 
an adjustable scriber for slant let- 
tering, has been introduced by 
Keuffel & Esser, Third and Adams 
Sts., Hoboken, N.J 

Designated as the 8935 Doric Let- 
tering Set, it has the complete low- 
alphabet in three 
sizes in addition to the 
capital letters, symbols and nu- 
merals. Sizes offered are 9.10’, 0.14” 
and 0.24”. Letters that slant forward 


as much as 22 may be produced 


er-case popula 


standard 


with a simple adjustment of a screw 
on the scriber arm, the firm says 
The set includes, in addition to 
the template and adjustable scriber, 
two separate lettering pens for 
variety in line thickness, a lead 
holder, 


a clear plastic straight-edge, 


a lettering ink cartridge and 
which 
assures alignment of lettering 44 


West German Typefaces 
On Amsterdam Sampler 


Several faces of the 
Ag, type Frankfurt on 
Main, West Germany, are featured 
on a sample sheet being offered by 
Amsterdam Continental Types and 


Pa 


American Uncial 
_. ie 


oy .:/ to 


Graphic Equipment Inc., American 

importers and distributors. 
Faces include American Uncial, 
Neuland, Sistina, Ornata and others. 
- for more details circle 507, page 129 


D. Stempel 
foundry, 


atino 





HU 


Neater Looking, Longer Wearing Uniforms 


LOOK SHARP -STAY NEAT RAIN OR SHINE! 
— AR 


wy 
} 
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ACTION PERFORMANCE ... LONGER WEAR 


DACRON 


POLYESTER 


Having problems with large display panels? If you use 
transparencies, you have to give them the kid-glove treat- 
ment—which isn’t always easy in the fast-moving display 
business. 


CRONAPAQUE Print Film has been designed for 
rugged treatment. And it’s even more versatile than 
transparencies ... at a fraction of the cost. 


Tough Du Pont CRONAPAQUE is a high-speed, vari- 
able contrast emulsion on the toughest, most stable base 
known ...CRONAR® polyester film base. CRONA- 
PAQUE can be oil or water-colored on either side for a 
multitude of interesting and eye-catching effects. 


Look at the display shown here, made up for a uni- 
form exhibit. The two panels on the left show a guard 
at the entrance to a plant. By reflected light, the effect 
is that of a rainy day. However, when light is switched 
on behind the panel, the effect becomes that of a brilliant 
sunny day—including a rainbow! 


FIBER 


CRONAPAQUE saves you money in art reproduc- 
tion, too. All the original art for this display was made 
one-quarter of the finished size, then blown up on 
CRONAPAQUE and hand-colored. The center panel 
was silk screened. 


If you're looking for a new way to make your dis- 
plays sparkle... at a fraction of the cost you're paying 
now ... you should find out more about CRONAPAQUE. 
We'll be glad to send you some literature and a processed 
sample. Write: FE. 1. du Pont de Nemours & Co. (Inc.), 
Photo Products Department, Nemours 2430-A, Wilming- 
ton 98, Delaware. In Canada: Du Pont of Canada 
Limited, Toronto. 


*Du Pont's trademark for its polyester photographic print film 
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with type 


A hungry Fox stole one day into 
a vineyard where many bunches of 
grapes hung ripe and ready for 
eating. But as luck would have it 
they were fastened upon a tall 
trellis, just too high for the Fox to 
reach. He jumped, and paused, and 
jumped again; but it was all in vain 
At last he was fairly tired out, 
and thereupon, “Take them 
who will 
he cried. 
e -— 
are sour 


Granes 


Type can tell a story in more ways than just the words 
which it spells. Many a typographer has toyed with the 
idea of painting a picture with metal. Here, from Bauer 
Alphabets, are half a dozen whimsical fancies, original- 
ly displayed at last September’s Educational Graphic 
Arts Exposition. 

The entire collection, from which these were selected, 
is currently on tour, and is being shown in galleries, be- 
fore ad club meetings, and in agencies, through arrange- 
ment with Bauer. 44 





Going up the hill whip me not 
Coming down the hill hurry me not 
On level ground spare me not 
Loose in the stable forget me not 
Of hay and corn rob me not 

Of clean water stint me not 

With sponge and water neglect me not 
Of soft dry bed deprive me not 
lired and hot wash me not 

If sick or cold chill me not 

With bit or rein oh, jerk me not 


{nd when you are angry strike me not 
Tee 

FORSE’S 

PRAY HR 


Woman is at once apple and serpent. 


* syRe] 3BU} JOOI 


bree things 
will drive a man from home: 
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wife who scolds whene 


house that reeks 9 
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American Optical Co. 
Issues Tab Newspaper 


A newspaper with one issue and 
ten editions with a total press run 
that did not thousand 
copies was written, printed and dis- 
tributed by American Optical Co., 
Southbridge, 
emphasizing points made during its 
annual sales meetings held across 
the country 


exceed a 


Mass., as a means of 


The sales meetings, held yearly 
in the company’s ten regional cities 
for branch managers, salesmen and 
distributors, outline the 
the coming year 


plans for 
Rather than rely 
on notes taken during the meetings, 
as has been done in the past, the 
company printed the four-page tab- 
loid. All copy was based on the 
salient points made by the various 
speakers during the eight-hour ses- 
Sions 

For added impact and timeliness, 
each edition of the paper was date- 
lined with the meeting city name 
and the date of the day the meeting 
was held. 


The newspaper was set by Mono- 
type and run on letterpress in the 
company’s print shop. The mast 
hand-set Onyx. Face 
Bembo was used for body copy 
with headlines hand-set in Futura 
Alternate Gothic. Illustrations in the 
short-lived tab were 133-lined 
screen square copper halftones and 
paper used was 80-pound Cumber- 
land gloss 44 


head was 


One-Line Index to 
Film Lettering 


A new catalog from Film Letter- 
ing, New York, lists over 365 let- 
tering styles that are available. The 
faces are arranged in categories, in- 
cluding 
gothic, 


formal-cursive, _ script, 
futura, grotesk, copperplate, 
casual, free style, serif, calligraphic 
and outline. 

Lettering can be prepared to the 
exact size of a layout, and are 
priced at $1 per word. 

. for more details circle 508, page 129 


Pick a Bonus Combination ... 


Here’s a package deal that’s fit to be tied and wrapped for economy. 


Combine your insertions in any two 


or three—of these publications. 


* Advertising Requirements 


* Industrial Marketing 


* Advertising Age 


issued by Advertising Publications, Inc. 


By combining your total number of insertions 
you earn the best frequency discount for each, 
and the minimum rate-holder regulations apply 


for maximum ec onomy. 


Advertising Requirements 


200 E. Illinois St., Chicago 11 
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La Gaiete Typographique Renault 
ad furnished designer opportunity to 
have as much fun with type as buyer 


is promised with car 


Ludlow Adds Typeface to 
The Record Gothic Series 


Ludlow Record Gothic Medium 
Extended has been introduced by 
Ludlow Typograph Co. 

According to the company, the 
modern design of the new typeface, 
extremely open and clean-cut in 
character, makes it well-suited for 
commercial printing and advertis- 
ing typography. It is also geared for 


ABCD 


rubber stamp use. It is available in 
6, 8, 10, 12, 14, 18, 24, 30, 36 and 48 
point sizes. 

A folder describing the type and 
showing examples of it in use is 
offered by the company. 

. for more details circle 509, page 129 


Amsterdam Offers 
Linked Typeface 


A new linked, unkerned script 
typeface has been imported from 
the Netherlands by Amsterdam 
Continental Types & Graphic Equip- 
ment Inc., New York. 

Titled Amazone, it is available in 


Amazone 


unui point body in sizes from 
14 to 60. 

Sample sheets of Amazone are 
available. 


- for more details circle 510, poge 129 





May 1960 + @yy : 67 


PRESENTING COUNT NICHOLAS Ringmaster 


4 of Clyde Beatty-Cole Bros. Combined Shows... . formerly 
On Wi with Ringling Bros. & Barnum and Bailey Circus 





PENINSULAR 


Cover stock Specialists for over 90 years 


In the circus or in business, only the dramatic and the colorful 
captures the center ring spotlight. That’s why your Peninsular 
merchant salesman is ready to help you get the most from 
every color job . . . whether it is an all-out process color job, 
clever color-on-color, or black on color. From a selection 

of over 100 whites and colors, your Peninsular man can 
suggest the cover or text sheet that will work best, add 

most to the results you want. Remember Peninsular 

next time you want to put on a big show with COLOR. 


This message is printed on 654 Snow White Tuscan Cover. 


There are two whites and eleven colors available in Tuscan 
see tent-top above for colors). All Tuscan colors are stocked 
in 508, 65# and 130# double thick. Both whites also in 80#. 
New Snow White Tuscan Opaque offers a 70# matching text. 


PENINSULAR PAPER COMPANY 


YPSILANTI, MICHIGAN 


e Tuscan © Economy ¢ Orkid * Duplex * Bermuda ¢ Zamora 
Stock Limes ; ; 


Pab ¢ Twin Tone « Angelo * Wolverine * Snoweave * Tintex 
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Ho ch do genuine ATF foundry types cost? 
AMERICAN In the case of 30-point Craw Modern Bold, 
6-plus cents a character. aaa es for $15.75. 
How much do inferior types cost...in extra 
time it takes to set and space them...in hours 
See Your ATF Type Dealer of extra makeready...in time that it takes to 
900r proofs, correct shallow electros... 
nd in the lessened effectiveness of inferior 
designs? F — > all the costs and you'll agree 
that ATF type is “the best type in any case” 
id the ost ecor rical. 


TYPE FOUNDERS 


Elizabeth, New Jersey 
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For Primer is both plain and clear. Linotype cut Primer 
for these very qualities. As the name implies, it is in- 
tended for use wherever text-book clarity and dignity 

are essential. In the short period since its creation, it 


has made a growing reputation as an effective, no 


nonsense text face in business printing, book work 
and advertising. Linotype began Primer in 1947 
by commissioning the noted American engraver, 


Rudolph Ruzicka, to design a modern schoolbook 


face. The task he faced was not easy; a group of 


reliable faces had long been standard for this work, al- 
though in our judgement none had the ideal balance of 
qualities that an efficient textbook face should possess. 
Work began slowly 


much research and many trials 
were necessary before the design was undertaken, and 


it was to undergo many revisions before both the artist 


and Linotype were satisfied. The face was cut and 


released in 1954 after seven years of work. You see 
it before you now. The desirable, even gradation of 
form and color through the various sizes and the 


regular increases in the lower case alphabet length 
are no accident 


They are the planned result of 
Linotype’s policy of 
modifying the 


Note the 


varying drawings through the sizes, 
width of individual characters as necessary 
large x-height and the close fitting which produce 
Primer’s superb economy without eccentric 
with no sacrifice 

and italic 


detailing 
for 


and 
in the smooth regularity of both roman 
rhe simple clarity of the large sizes is superb 
advertising use. The superlative readability of the 
small sizes makes them useful in mail-order and catalog 
composition where considerable 
duced in 


copy 
a minimum 


must be repro 
area with a maximum of clarity 
Primer comes in sé 


ven sizes 


six through twelve point 
all with italic and small capitals, old style and modern 
figures 


em fractions and many notation symbols 
This specimen shows three sizes of the roman and 
italic, twelve point on sixteen 
and six point on eight 
be cast solid 
For 


nine point on twelve 
With short descenders it can 
further 


with long, on a one point larger slug 
showing 


information and a more complete 
write to Mergenthaler Linotype 
29 Ryerson Street, Brooklyn New Y 


Com 
pany 


orl 


PLAINLY 
PRIMER! 
CLEARLY 
PRIMER! 


( Advertisement ) 
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Drugs The clever technique of enclos 
ing a premium with a tube of toothpaste 
won the first award for this package 
While incorporating a pen in a package 
is not unusual, the fact that it was done 
without changing the shape or size of 
the carton made it outstanding. The 
judges considered the package to be 
pilfer-proof, clean, and with wide appli 
cation wherever premiums are offered 
The pocket for the pen incorporates a 
stop to restrict motion and a corner win 
dow for visibility 

William B. Crane Jr., William Crane 
Co., New York, was the designer, and 
Shuttleworth Carton Co., New York, the 
producer, for Lever Brothers Co. Letter 
press in four colors was used, on a 0.018 
machine coated news back 


tomorrow’s package today 


New materials are offered to packagers, but year after year the simple folding paper 
box seems to hold its own. Its combination of economy, ability to take color, its flexibility 
continues to make it a leading contender for the packaging dollar. 

And though it is an old and familiar material, it has not been satisfied to sit back and 
rest on its laurels. Its producers continue to look ahead. 

As an example of the forward-thinking of the industry, look at the illustrated winners 
of first awards in the 1960 Folding Carton Competition, sponsored by the Folding Paper 
Box Assn. of America. Awards are given in four categories: superiority of printing, con- 
struction, general merchandising superiority, and potential new volume use. It is from 

the last category that these examples were chosen. Each received 
its recognition in a particular merchandise category. 

Each is worth studying to see how it has approached the 
problem faced by its designer, and how it can be adapted to other 
products and other problems. 44 


- continued on page 74 


Paper Products . . This package is a promotional 
item, designed to call the attention of buyers to the 
new package it presented. The judges admired its 
beauty, and thought the idea could be adapted to 
other kinds of promotions 

The package was designed and produced by 
United Board & Carton Corp., Victory Mills, N. Y., 
for the Lily Tulip Cup Corp. It was printed by letter- 
press in two colors on 0.018 gold foil manila back 


Food . . While this package is not entirely new, the judges gave it a first 
in the food category in the hope that its vast improvement over the tradi- 
tional envelopes would encourage packers to switch. It has full seal ends 


with a window, and provides ease of opening and storing while the bacon 
is being consumed 
The design was by Raymond Loewy Associates, Chicago. Printed by 


lithography in four colors on solid bleached sulphate, the package was 
produced for the Dubuque Packing Co 


by the Dubuque Container Div 
St. Regis Paper Co., Dubuque, lowa 


‘ 
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Jackmeyer 


TS 


STIK'ON 


US aa 


Pressure Sensitive 
Stik-On Blister 
Seals Tight 
instantly... 


NO HEAT 
NO EQUIPMENT 
NO SKILL NEEDED 


Now put more ‘See and Sell’ in your Pack- 
age this fast, low cost way. This newly de- 
veloped Stik-On Blister Pac is economical, 
so simple and adaptable that its advantages 
are available to a wide new range of prod- 
ucts and production situations. Fast and 
easy to assemble in your own plant, the 
pressure-sensitive Stik-On Blister bonds 
card and blister instantly. . . . Protects and 
fully displays your product for stand-out 
sales action. 


ONE COMPLETE SOURCE 


The new Stik-On Blister Pac is the result of 
Jackmeyer’s many years of continuous re- 
search and experience in every type of 
blister design and production: Heat-Seal, 
Foldover, Skin and now the Pressure- 
Sensitive STIK-ON. Every step is quality 
controlled from creative design to blister 
forming, printing and coating . . . all from 
one dependable source. 


Write for full details. Dept. AR-4. 
BRANCHES ie PRINCIPAL CITIES 
CORP 
253 West 26th St., New York 1,N.Y. 


WAtkins 4-0265 
SPECIALISTS IN 
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Miscellaneous .. The judges picked 
this package for a first award be- 
cause of the satisfactory way in 
which it serves as a silent sales- 
man. The carton can be used to 
sell potted plants and plastic plant- 
ers either together or separately 
With only simple modifications, 
the package can be adapted to 
many products and many outlets 

The package was designed by 
James Mcllrath, and was pro- 
duced by Wayne Paper Box & 
Printing Corp., Ft. Wayne, Ind., 
for the Judson Nursery. Printing 
was by letterpress in two colors, on 
0.024 white clay coated news- 
back 


te ERLE 


mo a 


Display Pens have always been difficult to display properly 
A customer wants to see how smoothly the particular pen he is 
interested in actually writes. On the other hand, too light a 
package, or none at all, results in excessive pilferage 

This display unit, designed by John Docimo, Bert Ray Studios, 
Chicago, and produced by the Robert Gair Paper Products Group, 
Continental Can Co., for Papermate Co., secures the pens on a 
card large enough to discourage pilfering, yet not too unwieldy 
for consumer testing 

The display was lithographed, in four colors and varnish, on 
0.020 solid bleached sulphite 


Hardware . . This dual pack- 
age holds two kinds of cir- 
cular saw blades, but can be 
torn down the fold to sell 
each blade separately. The 
unique construction permits 
the teeth of the blades to 
be seen without the hazard 
of removing them from the 
container 

Designed and _ produced 
by the Bradley-Gilbert Div., 
Standard Packaging Corp., 
Louisville, for the American 
Saw and Tool Co., is 
printed by letterpress in 
three colors on 0.024 ma- 
chine clay coated kraft back 
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Sporting Goods and Toys . . Here is an effective combination of packaging 
materials to perform a specific job. The acetate bubble provides full vision 
of the product while on display. It can be removed easily, but can be put 
back to serve as a protective cover for a rather delicate toy. Economy was 
achieved by using the part of the board removed for the window to make 
the inserts for the propellor and other airplane parts 

Designed and produced by Magnolia Carton Co., Houston, for Victor 
Stanzel Co., it is printed by letterpress in three colors on 0.024 white 
patent coated, gloss treated board 


for greater 
sales 
ae gamebits volume? 


esting entries in the entire com- 
petition, and was also given the 
first award for merchandising su- 


eriority in its category Why not look at your labels... 


It is a one-piece folder, in other people do. 


tended for small carry-home items 
such as stockings. It lies perfectly 
flat until the side panels are in- "It's good.” “High quality.” 
folded when tension closes them “Mediocre.”” “Worth buying.” 
securely. This accomplishes a ‘Pass this one up.”’ “Buy it NOW.”’ 
quick wrap with practically no 
effort. 


Your labels reflect your product 


We are specialists in making 
LABELS—all kinds. Let us help you 
put the right label on your product. 

the client, Neiman Marcus Co., is The one that makes your prospect 

credited with the design, which 

vas printed in three colors by think—“Buy it NOW!" 

letterpress, on Kromekote, by the We invite your inquiry. Send for 

Pollock Paper Corp., Dallas estimate on your present label or 

make inquiry about a new design. 


Arthur Shipman, designer for 


Textiles & Apparel . These ores Manufacturers of: 

e| tructed gift carton a; a . © Label Specialties 
uniquely constructe gi cartons ae } . jiu 
replaced polyethylene bags. Each | PR AR Te ® Not Gummed 
© Pressure Sensitive @ 
a tray carrying the merchandise ° aoe — : 

® Rolls, die cut, 

This can be slipped out for cus camaiineiie 
numbered, etc 


carton is made in two pieces, with 


tomer examination, but the tap- 
ered construction prevents the tray 
from coming all the way out 

The design team of Leo Davis, 
Joanna Sharon, Herb Meyer and 
John Phelan, of the Atlanta Paper 
Co. Div., Mead Packaging Inc., 
Atlanta, producer of the carton, is 


; ie : <I + Me 5 : a ra 
credited with developing the spe ; oS ‘| * 
cial construction Se 2 ; ae 2d | - ies 


Lithography in five colors, on Telephone CEntral 6-8708 
lid bleached kraft mosscoat, 
_ RI 606 W. Jackson Blvd., Chicago 6, Ilinois 
was used for these attractive self- 


displaying gift boxes 
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HANSON 
WU-MECKEL 
ELECTROS 


Here’s nickel-sulfamate electro- 
typing at its best a finer grain 
deposit of nickel more half 
tone detail a harder, longer 
wearing surface. You've got 
nothing to lose—and a lot to gain 

by putting a Hanson Nu-Nickel 
Electro on press and testing it for 
printing quality and durability 
under your own conditions 
Phone or write for more in 


formation 


HANSON Electrotype Company 

Sth & Sansom St Phila, 7 WAlnut 2-5567 
9s, 

<cihasieciiiagiiliailan GO aigiarcsccceiitaiasteia 
Ce. 

The PROGRESS + HANSON © PROGRESSIVE Group 

p Most ¢ ete 

Arts C 
Philadelphia - New York + Newark + Lancaster 
Wilmington + Baltimore + Washington - Richmond 


La PIECE MAILING BOXES 


Write For Free Samples 
and Complete Price List 


_| CHOOSE 
| From 19 
—— DIFFERENT SIZES 
3x2x1's to 84x5%x 3% 
Eliminates WRAPPING, 
TAPE and STRING 
Flat For Easy Storage 


THE C. J. FOX co. 


236 Aborn Street, Providence, R. |. 





through the sales resistance 


barrier! The executives who 








may be too busy to see your 





representatives today can be 
analyzing your sales message 


in the next issue of 


Advertising Requirements 
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The Seven Cardinal Rules for a Successful Promotion 


1. It must be a big idea; an idea 
that does big things for people; 

2. It must be a universal idea, bet- 
ter than the commercial interests 
of the sponsor, of the buyer, or 
even the consumer; 

3. It must have news value. It 
ought to be the kind of idea that 
makes your mother-in-law = say: 
“What will they think of next?” 
1. It ought to be an idea that takes 
in all media: advertising, promo- 
tion, sales, merchandising, etc. : 


5. It should have a sales trigger. 


New Promotion Ideas Seen 
in Bartlett-Collins Line 


A wealth of premium promotion 
ideas is available in the expanded 
line of decorated glassware from 
Bartlett-Collins Co. 

Along with 25 new decoration 
themes in this year’s line is one 
called “Alaska,” showing a snow- 
scape of trees and deer in a “crystal 
ice” effect; another titled “Hawaii,” 
which combines color and gold into 
stylized palm trees and vines. 

In hand-painted decorations, the 
newest number, ‘‘Feathered 
Friends,” is featured on tumble 
sets as well as juice and beverage 
sets. This decoration pictures and 
names six different American birds 
in brilliant colors on a snow-white 
background. All  Bartlett-Collins 
colors are ceramic paints which are 
fired on the glassware for perma- 
nence. 

A new catalog, picturing the com- 
plete line, is available on a limited 
basis on application to Collins Co., 
Sapulpa, Okla. a4 


For Sales Managers... 


Sales Incentive Prizes 
Described in New 
Catalogs 


Two new 1960 catalogs, filled with 
possible prizes for sales incentive 
contests, have been released re- 
cently. Both are available for in- 
clusion in future 
files. 


sales-planning 


John Plain 
Prize Book 


Completely rede- 
signed, this new 

edition contains 72 
pages of merchandise ranging from 


It should be so simple any sales- 
man can understand it and be in- 
spired by it; 

6. It should be an idea that can 
be followed through. Many good 
ideas don’t last long enough to 
pentrate the minds of a mass of 
consumers ; 

7. It should be an idea you are 
proud to sponsor. The idea should 
not only build sales, it should also 
build the reputation of the com- 
pany that spends its stockholders’ 
dollars to support it. 


—Ralph Robertson 
Advertising Director 
B. T. Babbitt Inc. 


a $135 map measure to a $3,350 
mink coat. Most of the merchan- 
dise continues to reflect a family 
theme and wide selections of fam- 
ily fun and living items are in- 
cluded. 


. for more details circle 511, page 129 


Edwin Lane 
Trophy Book 


A variety of ideas 
in the trophy line 
is illustrated in this 
new catalog from Edwin W. Lane 
Co., Chicago. The items listed cover 
all types of award situations and 
all types of figures are available 
as stock items. Also included is a 
variety of medals, emblems and 
practical gift awards featuring the 
trophy on an office accessory. 

- for more details circle 512, page 129 


Look what | got for 45 box tops! 
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DIRECT BEARING — Carton identification 


wh at vO u g an do with was costly and cumbersome until McQuay 


Norris switched to Avery color-coding 
labels. Stocks were reduced from 40 to 9 
basic label sizes... application time was 


cut 65% ... and the auto parts company 
had a tight-gripping label that provided 
clear information quickly. 
A 


Pressure-Sensitive 


GLOWING REPORT — The Lustra 
Corp. of America provides an 
unconditional guarantee of life 
expectancy on each fluorescent 
tube and light bulb. Avery self- 
adhesive labels applied at the 
end of the tubes over the metal 
contact pins spell out this guaran- 
teed period neatly and plainly. 


CUT costs 

REDUCE inventories 
UNIFY packaging stocks 
SAVE time and money 


. WORTH 1000 WORDS —Remington Rand 
EX PEDITE shipping uses miniature self-adhesive line cuts to 
7 illustrate planning layouts effectively 
UNIVAC salesmen in 100 offices rely on 
these handy Avery labels to show customers 
the operating procedures of the company’s 
Data Automation System. Remington Rand 
salesmen like it... customers do too. 


AVERY LABEL COMPANY, Div. 113 


117 Liberty St., New York 6 ¢ 608 S. Dearborn St., Chicago 5 
e 1616 S. California Ave., Monrovia, California 


Please send me further details on how Avery Labels can 
save me time and money 


Please have your sales representative call soon 
Name 
Company Title 
Address 
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Don't think it isn't actually. possibl 


eli "Ae) 5) int tell what will turn { a } 

Look what’s new in paper, for example. The ae olor Allie ( rcraft Line 
Impulse and Influence Colors. Ten distinctiv 1eW lor a W ive be Va 
and researched by Faber Birren, noted color authority t timulate act ite f rat 

a 

moods...to get more direct mail retur 

Give your creative printed pieces more appeal. Make your direct i ette ehGcsr an 
getting. Break the white paper habit and try A//ied’s ( rcraft. Ther in imp 


color which may be just right for your n 





ALLIED PAPER CORPORATION 


Kalamazoo, Michigan 


ALLIED’'S LINE* 


IMPULSE COLORS—Bright and vibrant to stimulate reader action and response. 
ideal for mass market direct mail selling to gain attention...to get returns. 


Flame Pink - Sulphur Yellow - Pumpkin - Summer Green . Indigo 


INFLUENCE COLORS— Subdued, yet having rich appeal to create an impression or mood. 
Best for giving your products or company the “feeling” you want it to have. 


Sandstone - Rosewood - Smoketone Biue - Aspen Green - Buckskin 


¥ includes bond and offset stocks in popular sizes and weights—envelopes in all colors— 
card and cover stock—and Colorcraft text and accent ink colors are available from IPI. 


= Reg. Pend. 





CONTACT YOUR NEAREST COLORCRAFT DISTRIBUTOR FOR DETAILS AND PRINTED SAMPLES 


Aibuquerque Lincoln, Nebraska 


PSS tines ’ ; Los Angeles 
Austin ry Louisville 
Baltimore Lubbock 

, Milwaukee 
Billings, Montana f , Minneapolis 
Chicago Missoula, Montana 


New Haven, Conn 
New York City 


Cincinnat f 

Cleveland Oklahoma City 
Omen ET Eini lt f Omaha 

erie Philadelphia 
Dayton r Pittsburgh 
Denver A r Pueblo, Colorado 
Detroit Reading, Pa 

Des Moine F St. Louis 

he : Salt Lake City 
ne Ft Whore 


San Francisco 
Grand Island. Nebr 


Seattle 
Great Falis. Montana Sioux City 
Harlingen Texas Springfield, Mass 
Hartford, Conn Topeka 


Houston cee. 
Indianapolis 


Kalamazoo 


Washington, D.C 
Yakima, Washington 


Montreal 
ARansas City Toronto 
Lancaster, Pa Vancouver 


ALLIED PAPER CORPORATION 
Kalamazoo, Michigan 
preferred printing papers 
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William Peet Co 


& action file 


Br ~ 


Put a Cover on 


A letter is only a letter, but place it in an inexpensive, specially 


printed file folder, and it becomes a document that is important to 


read and to keep. 


By Ken Nelson 
Ken Nelson Associates, Advertising 
Minneapolis 


When you want serious consider- 
ation for your letter, estimate, re- 
port, or mailer, put a cover on it. 

The concept is so simple that it’s 
easy to overlook. A typical batch of 
daily mail looks like a six inch sec- 
tion of accordian folds. Yet a letter 
in a folder commands that added at- 
tention . . . and lies flat. It is easier 
to read and easier to handle. 

When you use the folder you are 
applying advertising know- 
how to correspondence and com- 
munications that all too often are 
handled in a dull, routine way. In- 
stead of writing estimates on the 


basic 


back of second-hand scratch paper, 
why not utilize a format that appre- 
ciates the reader and in turn gives 
you the added impact and consid- 
eration? 


>» The idea started several years ago 
when we searched for a vehicle to 
use for our agency direct mail cam- 
paign. We settled on gray file fold- 
ers employing a yellow “tip-on” and 
one-color art imparting a single idea 
along with helpful information on 
approaches to better advertising. 

Copy on the folders’ covers in- 
cluded: 


@ Does your advertising understand 
people? 


® Status Quo is yesterday 


@ Challenge to Leadership 
e The Chance to be Ordinary 
® Beaten paths are for beaten men 


Inside the folders were letters 
signed with my name, developing 
the folder-cover theme. Since that 
time other folders, with different 
color combinations, have been used 
along with mood art or photos to 
depict print, radio and television ad- 
vertising. These helped to pin-point 
information and also show the agen- 
cy’s interest and activity in all me- 
dia. 


> Folders have served many of our 
clients. Here are just a few case his- 
tories. 


@ Apache Oil Corp. is an investment 
and an oil finding operation. 
Located in Minneapolis, remote 
from oil areas, Apache is unique in 
many ways. The company sells to 
individuals in the high income 
brackets. The oil business and the 
oil investment business is compli- 
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cated, yet the communication pic- 
ture, we felt, should be what I call a 
K-I S-S campaign 
ple sincere ) 

One folder we de 
Apache 


who the 


(keep it sim- 


veloped for 
shows the big picture on 
where it is, 
Each folder 


has an area on the cover to write in 


company IS, 


and what it has done 


the name of the individual receiving 
the folder, as we have found that 
personalization helps acceptance 
The folders can hitchhike a lette: 
or tell a story all by themselves. An 
added benefit to the customer is that 
he in turn can use the folder-visuals 
to easily explain the Apache com- 
pany concept, scope and facilities to 
his associate and friends. This ap- 
plication can be used for many com- 
panies at many levels, for few be- 


level 


probably give an adequate brief and 


low top management could 
interesting story on their own com- 
pany’s concept, scope and facilities 


Informed stockholders, 


employes, 
suppliers customers, and others can 
radiate a company story if they 
know that story and have an easy 


visual to assist them 


@ William Peet Co. is a one-of-a- 
kind business, being the first inde- 
pendent insurable risk analyst in the 


state of Minnesota. The problems we 


faced with this client involved sta- 
tionery, announcements, and how 
to explain a brand new business 

We let a single folder serve as an 
announcement, an explanation of the 
business, a jacket for correspond- 
ence, a means of giving estimates, 
and a vehicle for submitting final 
reports 

Through it all, the brief copy on 
the inside of the cover of the folde: 
tells who he is and what he does 
Thus the letters can be brief and to 
the point instead of having to con- 
sistently tell and re-tell the basic 
information about the business. 

With the folder Mr. Peet didn't 
have to reach for the wedding invi- 
tation approach on his announce- 
ment. Also, friends and recipients of 
the folder have a source of informa- 
tion to use when they tell others 
about the new company 


@® When the Holden Printing Co 
advertised through the mail, it had 
the option of saying “this is plain old 
advertising” or the company could 
reach for a mood that 
benefits and “this is worth 


expresses 
reade1 
reading and retaining.” 

Holden uses the folder as an Ac- 
tion File with the same art saying 
Action Ideas on the stationery. By 


Action File we mean that the file 
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beck and call 24 hours a day. A 
two-way radio-controlled pick- 
up car will bring us your job in 
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pleasantly surprised at how 


fast your finished proofs 


will be delivered to you. 


STate 2-3939 
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JEFFERSON STREET = 


CHICAGO 


folder offers three or four practical 
ideas each month, and is suitable for 
the reader to use at his desk or in 
meetings . . . to carry notes or col- 
lect ideas of his own. The design is 
modern and the company name is 
played down for better retentive 
value. Changes of ink and _ stock 
gives variety without losing con- 
tinuity. People expect the mailing to 
deliver a value, so the folders get a 
good reception 


@ Minneapolis Associates is in the 
mutual fund investment field and 
they wanted a means for attracting 
more salesmen to their company. 

On first inspection, it seemed as if 
we would have to settle for a booklet 
with photos of desks and depart- 
ments. While this could give an im- 
age of the company, a better strategy 
developed. Any man, leaving a se- 
cure job for commissions only, 
would have to bring his wife into 
the decision. 

The concept for the project was 
shifted away from the photo booklet 
to artwork and a double cover fold- 
er. A transparent vellum cover added 
a feel and a flavor that would have 
added appeal with the wife of the 
prospective salesman. We allowed 
for a die-cut window on the cover 
as it permitted a personal touch 
with the insertion of the name of 
the prospective salesman. 

A few pages of typewritten mate- 
rial carried the story of the advan- 
tages and background information 
on the client’s business. 

The big plus, however, was _ th« 
utilization of the folder for multiple 
purposes .. . for the inside pockets 
could hitchhike folders, letters, o1 
any information necessary for exist- 
ing salesmen to use as a presentation 
device. 


e Advertising people frequently are 
asked to pitch in on civic projects 
where advertising budgets are non- 
existent. For Young Men of Minne- 
sota, we created folders with pock- 
ets for use as a house organ. 

Volunteer workers can place a 
collection of material in the pockets 
of the folders without going through 
the labors of producing a house or- 
gan. 

Changes of ink and stock help 
lend variety to the folders while 
maintaining impact and interest in 
the group’s activities. 


> I'd like to point that our agency 
is not a folder factory. One device 
can't be a cure-all for every problem 
of advertising and selling. But, fold- 
ers do offer good strategy for get- 
ting added attention, impact and 
good taste for items that may now 
be handled on a routine basis. You 
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Picturest for their advertisers. Protects and 
enhances ads, layouts, photos, illustrations, 
etc. under acetate. 
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can make folders to fit a file... or 
just a half-inch too big if you want 
to keep it out of the file for a special 
reason. Folders can be any shape, 
size, or color. With talent and imag- 
ination you can make it one of the 
hardest working weapons in your 
advertising and sales promotional 
arsenal. 
Remember, when you want serious 
consideration for your message, put 


a cover on it. 44 


Velcro Fastener in 
1st Publishing Use 


A publishing first was claimed 
by McCall’s Pattern Fashions when 
its Spring issue was distributed 
with a 64-page, pocket-size bonus 
book attached with a Velcro fas- 
tener to the standard-sized publi- 
cation 

McCall's Patterns 
present a free 


wanted to 
reference guide to 
home-sewing readers and wanted 
a device to bind it to their pub- 
lication for newsstand and over- 
the-counter sales. The publishing 
company selected Velcro, a nylon 
tape fastener, made of two pieces 
of woven nylon designed to lock 
securely when firmly 
gether. 

For the publication, it was de- 
cided to apply  solvent-activated 
adhesive to the back of 60,000 
yards of both fleece and burr 
strips of Velcro. These strips were 
then locked together and cut into 
pieces three inches long and one 
inch wide. The cut pieces were 
pressed into a stamp-pad type con- 
tainer holding a solution which ac- 
tivated the adhesive backs. The 
sticky side was applied to the back 
cover of the bonus book which was 
then picked up so that the other 
adhesive side could be applied in 
proper position to the cover of the 
standard-size magazine. 

The entire production, done by 
hand, involved more than 700,000 
copies of both the bonus book and 
the standard sized magazine. 44 


pressed to- 


Stencil Duplicating Line 
Introduced by Gestetner 


A folder describing the virtues 
of a new line of stencil duplicators 
of the Gestetner Corp., Yonkers, 
N.Y., has been prepared by the 
company. 

The new line, 
series, 


called the 300 
includes both electric and 
hand operated models. Basic selling 


point advanced by the company is 
that the series combines the sim- 
plicity and low cost of the stencil 
duplicating process “without the 
chemistry, cost or skill involve- 
ments of offset.” Gestetner also 
points out the stencil duplicators 
are completely clean in operation as 
the paste ink employed prevents 
any possibility of ink leakage. This 
paste ink is contained in a collaps- 
ible tube, eliminating ink cans, ink 
brushes and pads. 

The line was designed by Ray- 
mond Loewy and at his direction, 
operating control knobs have been 
colored so that the new operator 
can quickly identify them by asso- 
ciating color with function. 

A folder describing the Model 360, 
equipped with the maximum 
amount of automatic features in the 
new line, is available. 

- for more details circle 519, page 129 


Manual, Folder Offered 
By National Blank Book 


Two printed pieces are being of- 
fered by the National Blank Book 
Co., Holyoke, Mass. 

The first is the firm’s “Planning 
Manual,” for the design of loose- 
leaf binders. The second is a fold- 
er showing some of the binders the 
company has made for such firms 
as IBM, American Optical Co., and 
Continental Air Filters Inc. 


- for more details circle 520, page 129 


Comptometer Corp. Says 
You Can Write by Phone 


You can “write by telephone,” 
according to claims made by the 
Comptometer Corp., 5600 Jarvis Av., 
Chicago, for the line of Electro- 
writer instruments it is marketing. 

According to Comptometer, the 
transmitting party merely writes 
with a ballpoint pen on plain or 
form paper. 
the remote 


As the pen is moved, 
receiver or receivers 
reproduce the copy as it has been 
written. Any number of Electro- 
writer instruments, in any desired 
combination, any distance apart, can 
be interconnected. No extraneous 
power supplies are required. The 
instruments are self-contained and 
fully transistorized. 

Electrowriter systems can be used 
within plants or offices, permitting 
message service only, or alternate 
written and voice service. For long 
er distances, Electrowriter instru- 
ments can operate over any leased 
voice circuit with or without alter- 
nate telephone service. 44 





Photographer: Robert Elmore, of the 

Wesley Bowman Studio, applies advanced staging 
and photographic techniques to solve a problem 
of symbolic illustration. 


the 
leverage 
of 
language 


> of the lever, he said 
nd | will move the wo 
everage of language to move mer 
Loyalties run eper than statistics in Ameri- 
can business and family life. We know this 
ader loyalty earned by from our own business experience with lead 


place it stands on. Advertising in established 


scause their audiences are not ing American advertisers, agencies, and pub- 
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lishers for more than a quarter century. Like 
needed to build brand the well-known artists and photographers who 
have cooperated with us in the development 
of this series, we honor the past and believe 
n the future of America's national magazine: 
Both editorially and as advertising media they 
are basic to the health of American society. 


COLLINS, MILLER & HUTCHINGS, INC. 


America's finest photoengraving plant 
for letterpress and gravure 


West Lake Street, Chicago 
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Offset 
Papers 


Past 


Present 


Future 


All printing starts with paper, and better printing will 
depend upon continued progress in papermaking. An 
expert looks back to see what lies ahead. 


By Ronald |. Drake 
Technical Director 

The Champion Paper & Fibre C 
Hamilton, Ohi 


The history of offset printing 
papers is the history of a mad 
scramble on the part of the paper- 
makers in their endeavors to keep 
up with the constantly accelerating 
developments of the lithographic 
industry. The interesting thing 
about this is that the beginning of 
this development was not so long 
ago. Certainly within the lifetime 
of most of us today. 

Theodore Regensteiner, in his book 
“My First Seventy-Five Years,” 
says that prior to 1912 offset lith- 
ography was very much in the 
experimental stage and that what 
commercial work was done was 
black only. Actually most of this 
early work was letterheads, in- 
voices, ledger pages, etc., formerly 
produced by direct stone lithogra- 
phy. As the halftone process im- 
proved, it was applied to offset 
lithography and for the first time 
advertising pieces started to appear 
produced by the offset lithographic 
process 

The papers used for this early 
work were adaptations of the then 
existing uncoated letterpress papers 
which were modified, as time went 
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on, by increasing the size test of 
the paper. For a long time, the early 
offset papers were merely hard- 
sized book papers. Gradually the 
paper industry adapted the prin- 
ciple of tubsizing to the manufac- 
ture of book papers for offset and 
tubsized offset book in wove, vel- 
lum, or antique finish was all that 
was available. 

Some time between 1912 and 1915, 
the first color reproductions by off- 
set lithography appeared on the 
market. Again Theodore Regen- 
steiner points out that their early 
attempts along this line consisted 
of printing a black key halftone 
plate by letterpress, pulling several 
key sheets from the black letter- 
press form in purple ink. These key 
sheets were transferred to zinc 
plates which were then hand-staged 
for the color forms. 

The paper used for these first 
color reproductions was only an 
uncoated offset book, and although 
considered marvelous color work 
for the time, it was a far cry from 
today’s beautiful color work. 


> For many years after this date, 
the development of color work con- 
sisted in adding more and more 
plates to the job until as late as 
1926 we had color reproductions 
lithographed with as many as 17 
different color plates. Through all 
of this period, the only sheet avail- 
able to the lithographer was the 
standard uncoated sheet in regular 
finishes, to which was added in the 


later years various embossed pat- 
terns, of which linen was the most 
popular. 

By the early 1930's, the pressure 
upon the paper manufacturer to 
produce coated papers for offset 
printing had reached the explosion 
point and something had to be done 
about it. Peculiarly, it was the label 
industry which first forced a break- 
through by demanding a coated- 
one-side sheet suitable for offset 
printing. Even though there had 
been some use of coated-one-side in 
stone lithography, when this event 
occurred the race was on, for the 
offset printer found himself for the 
first time really able to compete 
with the letterpress printer from 
the quality standpoint and able to 
offer the customer some real sav- 
ings. 


> It was not long thereafter that the 
demand for coated-two-side offset 
enamels forced the mills into ex- 
tensive experiments and trials in an 
endeavor to produce such a sheet. 
While there are many such sheets 
on the market today, it is ques- 
tionable whether they are all that 
they should be. 

In the first place, it is doubtful 
whether as papermakers we know 
all we should know about what 
makes the offset process perform as 
well as it does. There is plenty of 
evidence that the lithographic in- 
dustry does not know either. While 
much research is being done by 
various technical organizations in- 
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cluding paper manufacturers, the 
mystery of why one lithographer 
can run a given sheet successfully 
and his neighbor cannot, still re- 
mains to be solved. 

In any event, the middle thirties 
marked a turning point in the offset 
printing industry. The first coated- 
two-side enamels appeared on the 
market and in spite of a lot of 
headaches for papermaker as well 
as the lithographer, gradually 
gained greater and greater market 
acceptance. 

Problems of ink receptivity, mois- 
ture resistance and picking were 
gradually overcome. The 
“gradually” is used 


word 
deliberately, 
because as fast as the papermaker 
would develop a sheet for a current 
set of press conditions, those condi- 
tions would be changed by increased 
speeds, more 
larger press. sizes, 


press glossy inks, 
lighter weight 
papers, and so on 


>’ While all this scramble was going 
on to produce these coated offset 
papers by the conventional coating 
methods then available to the pape 
industry, the development of ma- 
chine coated papers for the roll-fed 
letterpress printing was also taking 
place. By the late 1930’s and early 
forties, such sheets were a normal 
part of the lines of most paper man- 
ufacturers. Their use, however, was 
not confined solely to roll-fed 
equipment but was adopted quickly 
for sheet-fed work. These papers 
gave the letterpress printer a big 
price advantage over the lithog- 
rapher 

It was only natural then for the 
offset printer to start the headaches 
all over again through his insistence 
on a machine-coated offset enamel 
which would place him in a more 
competitive position with the letter- 
press printer 

There is no need here to recite all 
the development work that went on 
Suffice to say that by early 1950, 
such papers in several grades were 
available to the lithographer. Also 
during this period there occurred 
a significant shift in the manufac- 
ture of coated papers, more and 
more away from the old type con- 
ventional coaters and towards the 
machine coating method, either on 
the paper machine itself or by 
any one of the several high speed 
air-brush, roll, or blade coating 
methods 


>So it is that today, nearly all 
coated enamels and especially coated 
offset enamels are produced on the 
paper machine. There are many 
advantages of this method involving 
physical characteristics, but — the 
most important one of all is cost 


Without the development of the 
machine coating method of produc- 
ing these papers, the cost of these 
grades would be prohibitive today. 

There are nearly as many meth- 
ods of producing machine coated 
papers as there are paper manu- 
facturers producing them, but in 
general they comprise some form of 
roll coater applying coating to one 
or both sides of the basic raw stock 
in one or more stages. 

Or the method may consist of one 
or more roll coaters followed by a 
trailing blade coater. In light weight 
papers of certain classes, sometimes 
either a roll or trailing blade alone 
is adequate. 

In any event, the situation today 
is one in which coated paper is 
almost a must; if not coated, then of 
the pigmented type which actually 
is a form of on-the-machine coat- 
ing. All of these papers are designed 
to give better printing results on 
papers of lower cost. 


> What now of the future? There 
are two major problems facing the 
papermaker. 


1. To further modify and improve 
current coated offset enamels while 
endeavoring to hold the line on 
cost; 


2. To develop coated offset papers 
for the fastest growing development 
in the graphic arts of all times, the 
roll-fed, perfecting offset press. 


In the beginning the story was 
that just any old paper would run 
on these presses. That idea has been 
pretty well exploded by now, and 
both lithographers and papermakers 
generally are recognizing that some- 
thing more than just the regular 
run of letterpress enamels are nec- 
essary to secure successful and 
profitable operation of these presses. 

Experience so far with 
presses indicates that 


these 
there is a 


And if your job starts running out of 
register, press this... . 


very definite difference between the 
presses themselves in their ability 
to handle certain types of papers 
satisfactorily, but more than the 
press itself is the class of help being 
selected to operate such equipment. 

Time after time, we hear that the 
men operating such equipment were 
formerly letterpress operators, that 
their training on this offset press 
consisted of helping the erector set 
it up and two or three weeks at 
the most under the 
mechanic. 

This appears to be the standard 
training for a lithographic process 
that is fundamentally difficult to 
make operate properly in itself, but 
whose problems are multiplied 
many times over by a press that is 
four to eight times faster than the 
usual sheet-fed presses. However, 
there must be merit in these presses 
for their rate of installation is sim- 
ply amazing. 

It is to be hoped that there is 
sufficient work to keep them all 
profitably busy. No one can possibly 
deny their economic advantages of 
printing both sides in multicolor 
and delivering folded signatures. 


instructor- 


> The impact of these presses on the 
paper mills has been two-fold: 


1. Solve the problem of the best 
paper for this new printing method; 


2. Install sufficient roll-winding 
equipment fast enough to meet its 
demands. 


The solution to the first problem 
will come at a much slower rate as 
information of printing require- 
ments is fed back slowly through 
the research and development labs 
and finally to manufacturing, and 
as the mills acquire more experi- 
ence in producing such papers. 


> In any event, as we see the pic- 
ture today, there will be more and 
more web-fed presses installed as 
time goes on. That they will take a 
larger percentage of their business 
from sheet-fed equipment is un- 
questionable. They will secure some 
of their business from the letter- 
Their economy of 
operation, plus the fact that there 
will be a continuing spread between 
the cost of sheet paper and roll 
paper, all indicate a bright future 
for this method of printing. All it 
will require is a little time and 
experience and the quality will be 
such that this method of printing 
will be knocking on the same 
customer’s door with the same 
quality product as is now done by 
the sheet-fed printe1 


press printei 


The mills will have papers avail- 
able as that time comes along They 
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electric ranges 
dishwashers 
food waste disposers 
clothes washers 
clothes dryers 
combination washer-dryers 
refrigerator-freezers 
home freezers 
water heaters 


Westinghouse appliances for home planning — 
room air conditioners 
automatic appliance centers 


Steel kitchen cabinets 
wood kitchen cabinets 





a 


The Westinghouse catalogue 
inserts were lithographed on 
70# Sterling Offset Enamel 
by William Feather Company, 
Cleveland, Ohio. They were 
run on a 43 x 60 two-unit 
Miehle Lithograph press. 


West Virginia creates “buy appeal” 
for Westinghouse! 


Colorful sales literature plays an important part in promoting Westinghouse appliances 
and cabinets and in pointing up their slogan. 


In this booklet, Westinghouse wanted to be sure of uniformly sharp, clean reproduction and 


true, inviting colors, so the lithographer chose Sterling Offset Enamel by West Virginia. 


In addition to appearance, Sterling Offset Enamel gives you outstanding runnability and 
stability. To assure the stability of Sterling Offset Enamel, rigid moisture control is 
maintained throughout manufacture and delivery, so that the paper arrives with the 
humidity required for uniform performance and closer register. 


Backing up West Virginia quality is a technical service group organized to assist you on 
production problems. As a further service, they have just published a series of booklets on 
moisture and humidity. For a free copy, just write “Project Humidor,” care of the 


New York office. 


For full details on Sterling Offset and other members of West Virginia’s family of fine papers, 
and on West Virginia’s direct mill-to-you policy, write: West Virginia Pulp and Paper 
Company, 230 Park Avenue, New York 17, N. Y. Or, if you prefer, get in touch with an 
office listed below. 


Fine Papers Division 
Commercial Printing Paper Sales West Vir inia 
Chicago 1/FR 2-7620 New York 17/MU 6-8400 @ 


Cincinnati 12/RE 1-6350 Philadelphia 7/LO 8-3680 


Detroit 35/DI 1-5522 Pittsburgh 19/CO 1-6660 Pulp and Paper 


San Francisco 5/GA 1-5104 


THIS INSERT IS LITHOGRAPHED ON STERLING OFFSET ENAMEL 25x 38--804. 





“Ad Requirements 
stimulates our thinking...” 


M. ROBERT WOLFSON 
Advertising Manage 
Maremont Automotive Products, Inc. 


MARR ROAIN'C! 


Advertising Requirements Mayazine 
200 East Illinois Street 
Chicago ll, Illinois 


Gentlemen 


As 4 long-time reader of Advertising Requirements, | consider it 


to be one of the finest "how to do it'"’ idea books published for the 


advertising profession. 


Advertising Requirements is consistent in its presentation of concise, 


well-written articles on practically every phase of advertising and sales 
promotion affecting our efforts at Maremont. It not only serves as a 
ready file of informative material but stimulates our thinking as w ell. 

We have often applied information found in AR articles on other industries 
to problems we considered unique to the automotive after-market. The 
magazine has often given us the creative spark to develop new areas otf 


communication with our customers, trade and consumer alike. 


AR is the one publication | believe should be ''must" 
member of a company or agency creative depar 
to staff members or failing that, routed to eax 


ndispensable tools of the advertising profession. 


Nat 
vo A 
TRAFFIC: STOPPER’ 


Advertising Requirements 


Mr. Woltson and Maremont Automotive 
Products, Inc. are typical of the advertis- 
ing-sales promotion professionals and 
important buyers of advertising products 
and services you reach in the pages of 
Advertising Requirements. 

One of the nation’s leading manutac- 
turers of automotive replacement parts, 
Maremont conducts an extensive direct- 
mail program aimed at both its whole- 
salers and dealers and provides several 
categories of promotional aids for use 
by its dealers. In addition, Maremont’s ad 
budget calls for a variety of company- 
sponsored radio, tv and space advertising. 

The yearly direct-mail effort includes 
2,000,000 copies of “Exhaust Echoes” (a 
newsletter featuring automotive industry 
news); 500,000 “Maremont-O-Grams” (a 
service providing installation tips for 
Maremont mufflers); and an assortment 
of brochures on product quality and mer- 
chandising helps supplied to wholesalers 
for use as “envelope stuffers’ when com- 
municating with dealers. Among the pro- 
motional aids are point-of-purchase ma- 
terials such as indoor and outdoor signs, 
decals, stickers, etc.; novelties such as 
book matches, calendars, memo pads, 
shop caps, etc.; as well as newspaper mats, 
scripts for radio commercials and filmed 
commercials for tv broadcast and theatres 

Mr. Wolfson, who has directed Mare- 
mont’s advertising, sales promotion and 
public relations activities since 1949, is 
the current president of the Automotive 
Advertisers’ Council, a non-profit or- 
ganization of major automotive parts 
suppliers and equipment manufacturers 
serving the automotive industry. 
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will be on-the-machine coated, 
produced at high speeds, using new 
techniques and new materials. 
Frankly, I look forward to the 
golden age of printing over the 
next ten years. 44 


Pamphlet Explains 
Press Accessory 


A pamphlet describing the Ost- 
wald Flexiguide, a press accessory 
designed to reduce paper waste, in- 
crease efficiency and permit closer 
quality control is now available 
from Hampton Processes Inc., New- 
ton, N. J. 

The device is used on Multiliths, 
1200, 1250, 1275 and 2066; the Multi- 
graph 250 and on the Davidson 
presses with the addition of a guide 
clamp. The Flexiguide serves as a 
paper control during the printing 
process. 


. for more details circle 521, page 129 


Dick Offers Booklet on 
Its Offset Duplicator 


The A. B. Dick Co., Chicago has 
published a six-page brochure on 
its Table Top offset duplicator. 

Copies of the four-color, 84x11” 
folder are available. 

. for more details circle 522, page 129 


Rubber Plates Topic 
Of Progress Folder 


Printing on rubber plates, flexo- 
graphic printing, is the subject of 
a four-page folder offered by 
Progress Plate Making Co., Phila- 
delphia. 

The folder covers such topics as 
the different types of rubber plates, 
their storage, and their character- 
istics in printing. The folder also 
gives a table on stretch and shrink- 
age factors in materials whose ulti- 
mate use is on rubber plates. 

. for more details circle 523, page 129 


Deita’s Services Told 
In Two Printed Pieces 


Two brochures describing Delta 
Blue Print Co. “microservices” are 
available from the North Holly- 
wood, Cal., concern. 

One is a_ six-page booklet on 
Delta’s “Micro-Flo” system show- 
ing how modern microfilming meth- 
ods are combined with high-speed 
Xerography to serve the needs of 


th F & Ai shippi g department 
<i safeguards against delay or damage. Packing materials 
are used generously—postage meters, tieing machines, 


and other equipment speed operations. This well 

staffed, excellently supervised department is aided 

by an express company representative to provide 

quick dispatch of express shipments. 
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Two guides that point the way 
to better paper buying the tree 


booklet tells why papers made with cotton fiber 


offer you more in prestige, permanence, per- 
formance. The “Better Papers” emblem tells 
who makes them. Send for the booklet; watch 


Cotton Fiber Paper Manufacturers 


for the emblem. 122 East 42nd Street, New York 17, N.Y 
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engineering, industrial, commercial, 
legal and financial firms. 

The other is a 12-page brochure 
covering the “Micro-Package Serv- 
ices” for processing engineering 
drawings and other documents, in- 
cluding classified material. 


- for more details circle 524, page 129 


Polyethylene Printing 
Tips Given in Booklet 


If you print on polyethylene you'll 
be interested in a booklet being 
offered by U.S. Industrial Chemi- 
cals Co. 

According to the booklet, one of 
the most important factors in print- 
ing successfully on polyethylene is 
proper treating. This area is cov- 
ered in the first section. 

Section two of the booklet deals 
with all the known methods for 
printing polyethylene. Short ex- 
planations are given for the flexo- 
graphic, rotogravure, silk screen, 
transfer (“roll leaf stamping”), and 
offset printing procedures. 

Also covered in the booklet are 
embossing, inks, pigments, additives 
and solvents for the various print- 
ing techniques, and methods gen- 
erally used to test ink performance. 

. for more details circle 525, page 129 


Nashua Corp. Offers 
Davac Sample Book 


The Merchant Sales _ Division, 
Nashua Corp., is offering a sample 
book of Davac AP label paper 
grades. 

The stock is designed for labeling 
results in a wide variety of hu- 
midity conditions. 


- for more details circle 526, page 129 
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hy Hamilton 
ses FM Radio 


A maufacturer of quality watches has found 


thai he reaches a quality audience 


through FM radio stations. 


In defining Hamilton’s advertising 
philosophy, you must first look at 
today’s watch market, and _ it’s 
easiest to categorize it by price. 

About 35-40°7 of all watch sales 
are for less than $15, with only a 
fraction of this being sold through 
jewelers—the traditional retailers of 
fine quality watches. The next price 
bracket, $16 to $30, accounts for 
about 25° of the market, with an- 
other 25% in the $31 to $60 range. 
Less than half of the watches in the 
$16-60 range are sold by 
jewelers 


retail 


Since Hamilton prices begin at 
$39.50, we are interested in some of 
this business. But our prime target 
is the $60 and up market—which 
accounts for about 15% of the total. 


This article is adapted from a presenta- 
tion made before the Natl. Assn. of FM 
Broadcasters by E. L. Jones, Consumer 
Advertising Manager, Hamilton Watch 
Co., Lancaster, Pa., and W. H. Clay, 
then an account executive, N. W. Ayer 
& Son, Philadelphia, Hamilton’s agency. 


> Now let’s look at the sort of per- 
son we want to reach—the con- 
sumer who is willing to spend $60 
or more on a watch. 

First of all, unless he’s an in- 
stallment buyer, the fine watch cus- 
tomer must have at least $60 to 
spend. This working 
steadily, at a reasonably good job. 
Chances are he’s in his 
thirties, or older 


means he’s 


middle 
and married. And 
the older he is, the more birthdays 
and anniversaries there are to be 
celebrated. And the greater the 
likelihood of children and grand- 
children. 

How about his education? We be- 
lieve that Hamilton’s best customers 
have at least a high school educa- 
tion. Many have gone to college 
or beyond. This means that our 
most likely prospects include pro- 
fessional men—doctors, lawyers, en- 
gineers, salesmen, owners and man- 
agers of all kinds and sizes of busi- 
nesses. There are exceptions of 
course. But in terms of what hap- 
pens most often, and figuring our 


best chances for sales success, we 
like to put our money on the older, 
better educated, substantial 
consumer. 

How do we reach him with our 
advertising? And what do we say 
to him after we find him? 

For many reasons, Hamilton has 
been basically a magazine advertis- 
er. We like the color and durability 
of the printed page. But even more 
so, we like the audience selectivity 
that general and special purpose 
magazines combine, and at a price 
we're willing to pay. 


more 


> Whether you define the so-called 
quality market in terms of age, in- 
come, education or buying habits, 
you soon realize you’re dealing with 
a pretty thin slice of total popula- 
tion. The latest figures I’ve seen say 
there are about 3% million non- 
farm households in the U.S. with 
annual incomes of $10,000 or more. 
That’s only about 7% of the total. 
Unless you’re selling mink coats 
or Cadillacs, you’ve got to reach 
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beyond the absolute top of the mar- 
ket. Those earning $7,000 or more 
are important to us, too. Such fam- 
ilies account for about 25% of all 
households. That’s why the main in- 
gredient in our advertising program 
is a regular schedule in a familiar 
dual audience magazine. This en- 
ables us to reach a good percentage 
of people in the upper 
groups, along with a good portion of 
those in the middle and upper-mid- 
dle income groups, too. And many 
of these are in the process of im- 
proving their economic status—so 
we consider them excellent Hamil- 
ton prospects, too. 


income 


To our program in the general 
magazine field, we add a careful se- 
lection of “class” magazines whose 
reader characteristics come closest 
to our definition of the 
watch market. But we 


things rest here. 


quality 
can’t let 


> The watch business is essentially 
a seasonal business. Two or three 
months in the spring, plus the last 
quarter of the year, account for the 
major share of 
sales. For this 
additional 


watch 
place 
advertising in 
local media, in our most important 
local trading areas, during the key 
weeks when most retail watch busi- 


ness 1S done. 


consumer 
reason, we 
seasonal 


Going back a few years, we used 
daily local 
markets on a seasonal basis. Next 
we used Sunday Supplements, and 
then early morning AM spot radio 
announcements. But in terms of to- 


newspapers to cover 


tal audience, we found we were 
paying too much per actual fine 
prospect. We wanted more 
than most AM 
Putting it another 


were looking for a broad- 


watch 
selectivity radio 


could provide. 
way, we 
cast medium to reach the quality 
watch market in much the same 
way the class magazines do in print 
Our last AM radio schedule was 
placed in the fall of 1948. As part 
of this program, we placed an ex- 
perimental schedule with radio sta- 
tion WFLN, Philadelphia, a pioneer 
“good music” station. While the re- 
sults of the test were not conclusive, 
they did convince us that the rea- 
soning that led us into this trial 
program was sound. The more we 
thought about it, the more sense it 
made. We realized that a good 
music radio was a quality medium, 
reaching the audience we wanted. 


e 50-75°% of loyal good music lis- 
teners watch little tv; 


e of these listeners, 80°% are be- 
tween the ages of 21 and 50; 


© 940 


ness 


of the listeners are busi- 


executives, professional and 


technical people, educators, sales 


personnel and skilled craftsmen; 
© 60% or more of these listeners 
were found to be college graduates; 
® good 
higher 


listeners are in a 
bracket 
average radio listener. 


music 


income than the 


> And as we dug deeper, we found 
there were a lot of good music sta- 
tions, more than we realized. They 
were attracting a lot of fine watch 
prospects, and doing it with a pro- 
gramming concept most compatible 
with our company, our product, and 
our way of doing business. The 
highest FM penetration was in the 
major markets most important to 
us. FM set production figures were 
up, new stations were coming on 
the air. Hi-fi and stereo equipment 
were gaining wide acceptance. 

We gathered all the available da- 
ta, and to be frank, there wasn’t too 
much of it. But we considered it all 
carefully, and in the Spring of 1959, 
we decided to put all of our local 
campaign dollars into good music 
radio—mostly FM. We placed a 
concentrated 6-week spot schedule 
on a total of 50-odd stations in our 
33 most important trading areas. 

Our decision to use FM on a na- 
tional scale was only part of the job, 
of course. We felt that if we wanted 
to make full use of the medium, no 
ordinary commercials would do. We 
wanted a truly distinctive creative 
approach—one that would incorpo- 
rate effective selling promises, yet 
be completely at home on a good 
music station. 

Simply stated, we felt that our 
basic assignment—as in all Hamil- 
ton consumer advertising—was to 
establish with consumers the idea 
that the Hamilton brand has a spe- 
cial significance which sets it apart 
from others, as a special gift for 
special occasions. 

In brief, here were the impres- 
sions we were trying to get across 
to the “good music” listeners: 


e A Hamilton watch is a 
gift. 


“special” 
e It's a high quality, long lasting 
product. 


e It incorporates 
values. 


added_ esthetic 


e It has emotional significance. 


@ The electric watch is dramatic 
evidence of leadership. 


> Our first step then was to set 
Hamilton apart as the gift watch. 
Ideally we were working towards a 
point where giving any other watch 
was unthinkable, where receiving 





any other watch might be an af- 
front. One of our basic 1959 copy 
lines was “The gift of a Hamilton 
reward of love.” In other printed 
copy, we pointed out that “no wom- 
an is more loved than the woman 
who wears a Hamilton.” 

Our problem was to integrate 
these emotional appeals into an ef- 
fective radio commercial. We also 
needed a way to translate the news- 
worthiness of our electric watch, 
the first basic change in watchmak- 
ing in almost 500 years. 


> Here are some of the things we 
did with our commercials. We felt 
that our answer to some of the re- 
quirements of FM was to combine 
the warmth of the human voice with 
the emotional power of music in a 
mood selling approach. We _ used 
nostalgic soft copy and an original 
“Reward of Love” musical theme 
by composer Hugo Montenegro in 
a one minute commercial. In the 
commercial we registered a strong 
Hamilton image of quality. 

We also believed that the an- 
nouncer, Ken Banghart, further en- 
hanced the quality image. The 
choice of Mr. Banghart was a con- 
sidered one. In addition to his abil- 
ity to deliver this type of commer- 
cial, we needed a known radio 
personality who was also a recog- 
nized newsman to convey authori- 
tatively the news flavor of the elec- 
tric watch commercials. 

In producing the electric watch 
spots we added an original abstract 
musical theme, as an attention get- 
ter, to good, crisp, newsy copy. Spe- 
cific Hamilton electric watch models 
were promoted to add vitality to the 
advertising and to convey a similar 
feeling about the corporation and its 
products 

The electric watch, despite its im- 
portance to us and our concern with 
presenting it correctly, is included 
in Hamilton’s advertising as an ex- 
ample of one of many watch types 
and not as a main theme. In essence, 
the electric watch has become a 
component of Hamilton’s advertis- 
ing and an example of growing cor- 
porate strength. 


> How did we do? Well, at the end 
of that Spring, 1959, campaign on 
good music stations, we took a good, 
hard, look at the sales figures in 
each trading area where radio had 
been used. For the most part, they 
were good—in many cases better 
than they had been for several 
years. Our salesmen were enthu- 
siastic, too—once they understood 
the basic reasoning behind this type 
of radio programming. 

We got plenty of consumer mail, 


thanking us for our good music 
sponsorship, and commenting favor- 
ably on the caliber of our commer- 
cials. Our corporate management 
responded favorably, too—so it 
seemed we had a pretty good thing 
going for us. 

Even so, we decided to take a 
closer look at one major trading 
area. Working with Station WFLN, 
we developed a mail survey of 400- 
odd Program Guide subscribers, 
chosen at random. Utilizing a letter 
and post card questionnaire, we 
probed the watch brand attitudes 
of these listeners and the extent to 
which our advertising had regis- 
tered. 

The first question we asked was, 
“When you think of watches, what 
brand names come to mind?” 
Space was provided for three brand 
mentions—first, second and _ third 
mentions were ranked accordingly. 
Here’s how they stacked up: 
Hamilton 24.2% 
Brand A 17.1 
Brand B 15.8 
Brand C 15.7 
Brand D 6.8 
Brand E 4.0 


83.6%, 
17 other brands 16.4 


100.0%, 


> Next we asked a qualitative ques- 
tion—“Of the brands you _ have 
named, which one do you think is 
best?” Here are the replies: 
Hamilton 50.9%, 
Brand A 14.9 
Brand B 6.1 
Brand C 6.1 
Brand D 3.5 


81.5% 
1l other brands 18.5 


100.0%, 


Because our spring schedule that 
year included many electric watch 
announcements, we wondered how 
many people recalled hearing them. 
So we asked this question, “Have 
you ever heard of an _ electric 
watch?” 


Yes 124 92.5% 
No 10 7.5 


134 100.0%, 


In view of these replies, we were 
vitally interested in the answers to 
our final question, “Who makes the 
electric watch?” Here’s what we 
found out: 

Hamilton 102 76.1% 
Don't Know 26 19.4 
No Answer 5 3.7 
Wrong Answer l 8 


134 100.0%, 


As we had hoped, the Hamilton 
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brand led all others mentioned by 
a substantial margin. By way of 
comparison, in brand awareness re- 
search on a national scale, Hamilton 
usually rates anywhere from +2 to 
+4 position. We noted that more 
than half of all respondents named 
Hamilton as the brand they think 
best. Nine out of 10 respondents in- 
dicated that they had heard of the 
electric watch and better than 75% 
of the respondents were able to as- 
sociate the brand name of Hamilton 
with the electric watch. This led us 
to believe that our “good music” 
campaign had achieved some of its 
objectives. 

Let us hasten to say that WFLN 
was only one of three good music 
stations we used in Philadelphia in 
the Spring of 1959, and that the sur- 
vey respondents were not insulated 
against other Hamilton advertising 

our magazine campaigns, or our 
dealers’ store advertising, promotion 
and displays. And the fact that 
Philadelphia is but 60 miles from 
Lancaster, our home town, could be 
a factor in the high degree of Ham- 
ilton’s awareness and preference. 

We're aware, too, of the good 
music listener’s habit of answering 
surveys in such a way as to make a 
favorite station look good. But we 
also see this as further evidence of 
his high opinion of the medium. 


>» And before we go on, perhaps we 
should offer some constructive criti- 
cisms of FM, from the viewpoint 
of the national advertiser: 


© We object to some station policies 
which prohibit musical announce- 
ments, and take polite exception to 
some interpretations of what is a 
quality commercial. Quite frankly, 
we think a recognized announcer 
like Kenneth better 
able to deliver a Hamilton commer- 
cial than local announcers 
we've heard. And like most national 
advertisers, we're 


Banghart is 
some 


interested in a 
consistent program in all of our 


markets. 


® Some FM costs are too high 

others may be too low. SRDS lists 
too many stations with FM rates 
“on request.” This indicates uncer- 
tainty and confusion in the ex- 
tremely important area of pricing. 


® More audience research by FM 


stations is needed. 


e FM, in too many cases, has not 
done an adequate job of keeping 
time buyers up-to-date on gains of 
the medium. 


© Some FM stations try to be all 
things to all people, and set their 


sights too low. Theirs is, first, a 


quality audience that buys a lot of 
quality merchandise. 


® Too many FM stations overlook 
potential among the 
quality retailers in their community. 


advertisers 


> Be these criticisms as they may, 
we are sold on our approach. Ham- 
ilton’s business is better than it has 
been in some time. In 1958, we were 
one of very few watch companies 
to show a profit during the first six 
months. In 1959, both sales and 
profits were substantially ahead of 
the same period in 1959. 

As further evidence of our high 
regard for good music program- 
ming, our Fall campaign in late 1959 
was stepped up to coverage of more 
than 80 markets, involving over 100 
station outlets. The majority of 
them were good music FM stations. 
And we're continuing in the me- 
dium during 1960. 

Is it any wonder that we're will- 
ing to admit in public that H. W. 
loves F. M.—Hamilton Watch loves 
FM! 44 


Weighty Cost Question 
Tackled in Film Booklet 


Anyone contemplating a plunge 
into the business film area will find 
good reading in the booklet “How 
Much Should a Film Cost” from 
Haig and Patterson Inc., Detroit. 

While the booklet does not get 
into facts and figures on actual 
costs of a film, it does help the 
reader in carefully weighing film 
costs against benefits. It first sug- 
gests, for instance, the prospective 
film purchaser decide if he really 
needs a film for his particular pur- 
pose. A checklist on film applica- 
tions is provided to help this deci- 
sion. 

After the decision in favor of a 
film, the booklet suggests that “a 
film should cost no more than 
the worth of the job to be done.” 

An evaluation chart is included 
in the booklet which gives a basis 
for determining the worth and 
cost of a film by estimating the 
costs of other media in accomplish- 
ing the same objectives you require 
from a film. 
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‘Pop-Up’ Mailer Shows 
Product in 3-D, Color 


A mailing piece-promotion tool, 
called the Viewmailer, has been de- 
veloped by Realist Inc., Milwaukee. 

The Viewmailer includes a 3-D 


stereo slide, a viewer with pol- 





ished plastic lenses, and two-color 
printing of a sales message on four 
separate panels. It mails flat in an | 
-envelope and when opened, pops S M I T H ¢- R A F T E D 
into position. A 35mm model of the . 
viewer is also available. ‘ 
The company suggests its use for F 
direct mailings, new product pro- hs for 
motions, point-of-purchase display ie [ ABBOTT 
and giveaways. Prices are quoted bc 


at 27c each in minimum lots of to 
2,000, and for the 35mm sets. 44 / ” 
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A set of standard specifications 
for 35mm single frame _ filmstrips 
has been released by the Filmstrip 
Standards Committee, Natl. Au- 
dio-Visual Assn. 

The new specifications are being 
submitted to the American Stand- 
ards Assn. in the hope that they will 
eventually be accepted as a revised 
standard for filmstrips. Illustrated Brochure Available on Request 

“Our commiitee’s purpose in pre- . . , . 1 . 7 
paring these specifications is to T HE S. K. SMI H COMPANY 
make it easier to use filmstrips,” CREATORS OF SALES 
explained Chairman Don Bauter, 
vice president, Cathedral Films, 
Burbank, Cal. “In view of the rapid- 
ly widening acceptance of filmstrips 
as teaching and training aids, the : Se ee ee 


For the answer to your sales or sales aid problem call 
your nearest S. K. Smith Sales Office. 
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audio-visual industry wants to do 
everything possible to simplify their NOW 4 VISUAL AIDS IN 1 
use and to remove technical road =n = 
blocks to wider use.” 


Copies of the standards are avail- New Chart-Pak Easel makes all 
able to filmstrip producers, equip- presentations easier, more effective 


ment manufacturers and other in- -- 
terested companies from the Natl. ot ~~ 
Audio-Visual Assn., Box 337, Fair- 

fax, Va. 44 


USS Ticonderoga Sounds 
Included in New Catalog 


Hi-fi sound effects recorded live 
on the aircraft carrier USS Ticon- 
deroga are included in the effects 
described in the newest catalog of 
MP-TV Services Inc. wet 

According to the service, almost “i i. 
every sound of reality that occurs aa tin 
on an aircraft carrier at war time 
can be heard through the more 
than 20 records of this series in- 


Has large green chalkboard. 
Adjustable in height from 45” to 70”. 


Sturdy lightweight aluminum—weighs only * Magnetic 
cluding: jets being catapulted, 14 Ibs. panel 


landings, flight deck control, en- Sets up in moments (no tools needed) . . . — 
gine room operations, the bugle really portable. 
and boats’n calls and others. Never walks or jiggles when written upon. 

Other series in the catalog range Free pointer, eraser and chalk. CHART- PAK, INC. 
from air conditioning through Chart Gripper. @ Pad Clamp. 
wrestling. Detachable Tray. 

Copies of the catalog are avail- | 2-way adjustable rear leg. 55 River Road, Leeds, Mass. 
able . Aluminum Panel Easel also available. Dealer Inquiries Invited 


4 


ORIGINATOR OF THE TAPE METHOD OF DRAFTING 


. « « for more details circle 502, page 129 
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Do-It-Yourself 


Slides 


Add TV Impact 


A used car dealer cut down on 
the cost of his tv slides and in- 
creased the number, by making 


slides with an instant camera. 


By Bert Goldrath 


Two-minute slide photos of used 
ears for a weekly television pro- 
gram enable the K. B. McCarthy 
auto agency to get more for its ad- 
vertising dollar. 

Pictures of cars, shot up to an 
hour before air time, can be pro- 
jected inte thousands of homes in 
the vicinity of Eureka, Cal. Before 
the slide system was put into effect, 
only about six used cars could be 
shown on the spots during a 90- 
minute Now the 


movie program. 


). 
Re 


2. Two minutes after shooting, the fin- 
ished black-and-white slide is stripped 
out of the Polaroid camera. 
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1. Standing on a bumper, Bud Nelson shows how he photo- 


graphs a used car 


sponsor can show 18 cars 


with far less fuss and expense. 


easily 


> The McCarthy dealership, oc- 
cupying an entire square block in 
downtown Eureka, sells Imperial, 
Plymouth, Dodge and Chrysler 
cars and Dodge trucks as well as 
the Fiat and Alfa Romeo lines. The 
firm has an average inventory of 
80 to 100 used cars on hand, vary- 
ing with the season. 

Its Friday film show, from 10:30 
pm to midnight, is very popular 
locally. Most important, it really 
sells cars, both new and used. The 
agency began using the program 
three years ago; dropped it the sec- 
ond year, then picked it up again. 
During the tv-less year sales fell 
off noticeably. 

Previously it was the practice to 
spend days or even weeks getting 
ready to show cars on tv. Just be- 


Urry 


3. Slides are cut with a sharp knife 
around a glass template to conform to 
TV camera proportions. 


for an upcoming television commercial 


fore air time they were driven up 
to the studio. It was possible to 
jam two cars into the studio but 
things were a bit crowded. There 
was occasion for acute embarrass- 
ment when a car failed to start 
while it was on camera. There was 
time to display only two used cars 
on each of three commercials. Get- 
ting drivers for the cars involved 
a personnel problem. 

Slides were the obvious solution. 
But turning the whole chore over 
to the tv station might have sent 
costs prohibitively high. 


> The problem was 
purchasing a 


resolved by 
Speedliner model 
Polaroid Land camera and a sup- 
ply of Polaroid Land projection 
film, which makes positive black 
and white transparencies only two 
minutes after the shutter is snapped. 

Picture-taking is the responsibili- 
ty of Bud Nelson, assistant used car 
manager, whose only previous 
photographic experience was_ in 
family snapshooting. He was able to 
begin shooting slides of the auto- 
mobiles for tv after only a few min- 
utes of instruction. 

The first thing he did was to tape 
off a frame in the viewfinder pro- 
portional to the desired image to 
be projected on television. He was 
able to go right to work after load- 
ing the camera with Type 46 Land 
projection film, which makes 2%%4- 
inch-square slides. 


>’ Mr. Nelson tries to photograph 
cars in medium sunlight, although 
he can shoot under bright or over- 
cast conditions if necessary. Taking 
account of backgrounds for an un- 
cluttered picture, he shoots from 
an elevation of six feet or higher. 





DO YOU KNOW what kind of paper this is? No fair looking 
at the watermark. Clue #1: It’s made with Neutracel* 
pulp. That’s why the uniform level surface takes a crisper, 
clearer impression —the kind that keeps customers happy. 





Clue #2: More secretaries type more letters on this bright, white sheet 
than on any other watermarked paper. They do their best work on it. 


More help? Clue #3: Erasing mistakes is easy on this paper. But 
no printer makes a mistake when he gives a customer this best- 
known name in paper. It leads to profitable repeat business for you. 


IC VASE DB , You guessed it! Hammermill Bond! To be exact, 
AN SW c KS Hammermitt Bond, Bond finish, Substance 24, 
white. Also available in 13 colors with envelopes to match. Why not 
use Hammermill Bond on your next job... and get all these advantages. 
Ask your Hammermill Merchant for the free Hammermill Bond sample 
book. And while you’re at it, get a copy of the new Hammermill Bond 
Letterhead Portfolio. Hammermill Paper Company, Erie, Pennsylvania. 





Usually he just stands on the 
bumper of another car. The added 
height, showing the car roof, seems 
to give the picture a more three- 
dimensional quality, he says. As a 
rule he shoots only over-all views, 
from a_three-quarter-front posi- 
tion. 

He saves the shooting until the 
tail end of the week to avoid 
photographing cars that might be 
sold by air time. Most photograph- 
ing is done on Fridays. He makes 
sure that cars are clean, although 
a little dust does not seem to affect 
the results. He reports that the 
camera tends to flatter cars. For 
better contrast, he likes to shoot 
cars that are in sunlight against a 
background that is dark, such as a 
wall in shadow. 


> There are eight exposures to a 
roll, but he doesn’t need to finish 
a roll. The slides are obtained one 
at a time, right in the camera, on 
the spot. Because he shoots under 
fairly standard conditions, Mr. Nel- 
son has made few dud pictures, al- 
though he admits to one double 
exposure. That can be averted by 
getting into the habit of advancing 
the film to the next exposure im- 
mediately after each shot. Any mis- 
takes can be quickly rectified by 
reshooting after the finished slide 
is removed from the camera and 
inspected. 

After shooting each slide, Mr. 
Nelson places it in a special slide- 
storage compartment in his Po- 
laroid field kit, a compact carry- 
ing case with room for film rolls, 
completed slides and _ accessories. 
When he returns to the office he 
immerses each slide for 20 seconds 
in a hand-held little tank of solu- 
tion which hardens the emulsion 
(so it won’t be subject to scratches). 
Once this has firmly dried he cov- 
ers the transparency with a piece of 
glass and trims it with a sharp 
knife to the required tv frame 
size. Then he mounts the trimmed 
slides in cardboard frames and 
they are ready for projection. The 
whole procedure for a complete roll 
of film take less than a half hour. 

The reason for hardening the 
slide surface is that some slides may 
have to be shown several times if 
a car fails to move. The same pic- 
ture, however, is never telecast two 
weeks in a row. 


> Mr. Nelson and Bud Hogerheide, 
the used car manager, number the 
slides and work up a commentary 
for the live portion of the commer- 
cials. They alternate weekly on 
camera, which gives each man an 
equal opportunity to build up a tv 
selling personality. 


The used car portion occupies 
about half of each of the three spots. 
Length of spots runs from three to 
four minutes. Customarily, the first 
half of spot No. 1 discusses Chrys- 
ler products; half of spot No. 2 
deals with the Italian cars, and half 
of spot No. 3 previews the next 
week’s program. The other portions 
are devoted to selling used cars. The 
salesmen are off camera, reading 
the commentary while the slides 
are being shown. 


Association Films Tells 
Success of PR Pictures 


Why do such business giants as 
Prudential Insurance, Firestone 
Tire & Rubber, United States Steel, 
Gulf Oil, and Montgomery Ward, 
to name just a few, include the 
sponsored film in their promotional 
activities? 

The answer, according to Asso- 
ciation Films, is that the film is 
“Industry’s Lively Image.” To sup- 
port this premise, Association is 
offering a four-page tabloid giving 
examples of successful sponsored 
film programs and how they built 
and enhanced the “corporate 
image.” 


+ for more details circle 513, page 127 


35mm Title Slides 
Offered by Graflex 


Title slides for 35mm _ presenta- 
tions, allowing a message to be 
projected immediately without the 
normal delay necess‘tated by photo- 
graphing and developing, are being 
marketed by Graflex Inc., Roches- 
ter, N.Y. 

Titles can be written on the slides 
in pencil, colored pencils, ink, ball- 
point pen, crayon or watercolors. 
Errors can be corrected by erasing 
and the slides can be used many 
times with varying messages. 

Four slides sell for 79¢. They are 
available from Graflex dealers. 44 


Bartlett Research Has 
New Projection System 


What is described as “a new type 
of projection system” has been an- 
nounced by a Detroit concern. 

Bartlett Research Inc. calls its 
new system the Cox Auto-Fade 
Automatic Sound-Slide. It is a tape 
playback that controls two auto- 
matic 35mm slide projectors. 

Silent impulses on the voice and 
music track trip the projectors al- 


They number half a dozen slides 
at a time and write copy to con- 
form. While reading, they watch 
the monitor out of the corner of 
one eye and are ready to cue the 
cameraman when they 
ished. 


have fin- 


> Bud Nelson sums up: “We get 
a lot more action per dollar of time 
bought because we get 18 chances 
to sell cars instead of six.” 44 


ternately and produce a lap dissolve 
on the screen giving continuity to 
still slide presentations, the com- 
pany says. The unit, which may be 
operated manually or automatical- 
ly, has a built-in mike stage for 
live narration with a music back- 
ground. 


- for more details circle 514, page 129 


Personalized Slide 
Mounts Are Offered 


Slide mounts, imprinted with 
company name, trade mark or logo 
are now available from Admaster 
Prints Inc., 1169 Sixth Av., New 
York 36. 

The mounts are available for all 
slides including 35mm, 3x4” 
lantern slides and overhead projec- 
tion. According to the company, 
“this personalized service of slide 
mounts will be furnished at no 
extra cost, in most cases.” 44 


How Industry Uses 
Sound Films Is Told 


The use of sound films as sales 
tools, training instruments, and 
public service agents is detailed in 
a booklet issued by the Victor An- 
imatograph Corp., Plainville, Conn., 
entitled “How Industry Profits 
From the Use of Sound Films.” 

Copies are available. 

- for more details circle 515, page 129 


Modern’s Catalog Lists 
345 Films It Distributes 


A catalog of 345 movies available 
without charge to men’s and wom- 
en’s clubs, fraternal societies, busi- 
ness and professional organizations 
and interested groups is available 
from Modern Talking Picture Serv- 
ice Inc. 

All motion pictures listed in the 
catalog, “Pocket Guide to Free 
Films,” are 16mm sound, varying 
from a quarter-hour to a half-hour 
in length. 

. for more details circle 516, page 129 
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WITH GIANT COLORFUL IMAGES 
PROJECTED THROUGH A TRANS- 
LUCENT SCREEN AND CHANGED 
AT WILL BY REMOTE CONTROL 
WITH THE NEW GENARCO 3,000 
WATT SLIDE PROJECTOR WITH THE 
ELECTRIC SLIDE CHANGER FOR 70 
SLIDES. GET ILLUSTRATED 
LITERATURE BY 

RETURN MAIL FROM: 


GENARCO INC. 


97-04D SUTPHIN BLVD., JAMAICA, N. Y. 


How To Get Things Done 
Better And Faster 


BOARDMASTER VISUAL CONTROL 


Gives Graphic Picture — Saves Time, Saves 
Money, Prevents Errors 


Simple to operate — Type or Write on 
Cards, Snap in Grooves 


ideal for Production, Traffic, Inventory, 
Scheduling, Sales, Etc. 


Made of Metal. Compact and Attractive. 
Over 500,000 in Use 


Full price s4g9°° with cards 


24-PAGE BOOKLET NO. R-300 
Without Obligation 
Write for Your Copy Today 


GRAPHIC SYSTEMS 


Yanceyville, North Carolina 
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FILM 


REVIEWS 


In this column, we expect to describe and to comment on mo- 
tion pictures and filmstrips in the fields of advertising and sales 
promotion, both those which pertain to promotional techniques 


and those which are 


themselves promotional tools. Productions 


will not be included in this column unless they have been seen 
by a member of AR’s editorial staff. Producers and sponsors 
having films they wish reviewed are invited to send a descrip- 
tion to AR Managing Editor, so they may be scheduled at our 


regular showings. 


Photoscreen Printing 
Boosted to Buyers 


Eastman Kodak sales-stalks the 
photoscreen printing buyer with a 
that graphically 
compares the 


motion picture 
speed and ease of 
photo-mechanical 
techniques with 
the slow and in- 
tricate hand 
methods. High 
“Meet 
Photoscreen Print- 
ing” is the fol- 


film 


review 


point of 


lowing of an orig- 
inal color photograph through the 
various processes involved in photo- 
screen printing. Contrasting with 
this is the series of shots in an 
average screen process _ printing 
shop using some of the same steps 
developed centuries ago. 

Intended primarily for showing 
to meetings of screen printers, ad- 
vertising agencies and sales groups, 
the film does an effective job of 
opening buying minds to the possi- 
bilities of photoscreen printing. 
“Meet Photoscreen Printing” is 
16mm sound, Kodachrome; 510’, and 
runs 14 minutes. It can be obtained 
on a free-loan basis from the Au- 
dio-Visual Service, Eastman Ko- 
dak Co., Rochester 4, N. Y. B. M. 


Borden and Busse Film 
Aims at Personal Habits 


Equally good for the beginning or 
trained salesman, “Developing Your 
Sales Personality” should be treated 
as a must by those engaged in train- 
ing salesmen. 

Featuring the well-known sales- 
training team of Borden and Busse, 
this film shows salesmen how they 
can get more business by develop- 
ing seven selling personality traits 
in a seven month training program. 

Time flies during the 30-minute 


viewing as the famous team acts 
out the various selling situations 
showing “how to” and “how not 
to” make the sale. 

One of the interesting things 
about this 16mm sound movie is 
the incorporation of visual sales aids 
to emphasize major points and 
memory-recall phrases. 

One of a sales-training series fea- 
turing Borden and Busse, “Devel- 
oping Your Sales Personality” is 
presented by Dartnell Corp., 4660 
Ravenswood Av., Chicago 40. It is 
available on either a rental or a 
print purchase basis. With either 
arrangement, the film is accom- 
panied by a kit of training materials 
that includes pennants emphasizing 
the major points made in the film, 
training booklets, a sales man- 
ager’s meeting guide, etc. B. M. 


Filmstrip Sells Filmstrips 
As Salesman’s Sales Aid 


A sound selling case for the film- 
strip as a sales aid can be seen in 
Pilot Production’s “The World’s 

Biggest Sample 

Case.” Pleasantly 

cushioned with 

lively music, some 

animation, and 

humorous touches, 

% the 12-minute 

film filmstrip presents 

review a number of ad- 

vantages’ offered 

by the medium. 

Not meant to replace the salesman, 

but to aid him, says the narrator, 

“the filmstrip never gets tired, sick, 

discouraged, or has a_ hangover.” 

Other advantages of the filmstrip 

noted is in the sound which can be 

studio-recorded under the best con- 

ditions and then transferred to vinyl 

records, the permanent proper order 

of the pictures, and the lightweight 
projectors. 

The other side of this record is the 





narration for a tour of the Pilot Pro- 
ductions studio. The filmstrip ac- 
companying introduces the staff, and 
shows company facilities with much 
of the same friendly humor in evi- 
dence as in the first filmstrip. As an 
admitted self-sell plug, it does an 
effective job. Both are available on 
a free-loan basis from Pilot Pro- 
ductions Inc., 1819 Ridge Av., Evan- 
ston, Ill. B.M. 


Sponsored Picture 
Sells Effectively 


The Huckbolt fastener replaces 
rivets or bolts and nuts in many 
applications. Yet, it is not a bolt or 
a rivet, at least in the conventional 
sense. It has two features which, ac- 
cording to the manufacturer, dis- 
tinguish it from other fasteners: a 
strong clinching action and a lock- 
ing action. 

Not much to base a movie on? 

Well, the sponsored film often has 
assignments that seem _ difficult. 
“New Fastening Methods,” produced 
by Video Films, Detroit, for the 
Huck Manufacturing Co., also of 
Detroit, in 13 minutes of color mo- 
tion picture, does an effective and 
interesting job of telling and selling 
the advantages of this industrial de- 
velopment. 

The technique: 


@ Showing an impressive list of 
users who are satisfied consumers 
of Huckbolts . . . the Army’s Jupi- 
ter, the lightweight experimental 
Train X, the atomic submarine 
Nautilus, 90% of the truck-trailers 
on the highway 


e A variation of the “time lapse” 
process demonstrating graphically 
how the fastener works, what it is, 
how easily it is used in a variety of 
industrial applications. 


This is the sponsored film at work, 
selling a product. If you have backed 
away from sponsoring a movie be- 
cause you think your situation is too 
prosaic or too technical, a viewing 
of this film might change your mind. 
Requests for prints should be di- 
rected to any district sales office of 
the Huck organization or to Video 
Films, 1004 E. Jefferson Av., De- 
troit 7. E.S 


Film in Pantomime 
Describes Creativity 


It isn’t easy to convey an ab- 
stract idea with live photography, 
but “Imagination at Work,” a 22- 
minute, black-and-white film, pro- 
duced by Roundtable Productions, 
139 S. Beverly Drive, Beverly Hills, 


Cal., takes a stab at this tough 
problem and comes up with a cred- 
itable and worthy solution. 

The story line centers around a 
mobile-faced man who has inher- 
ited a brick factory and an over- 
supply of bricks. He must come up 
with a solution to his problem. 

As the narrator urges him and 
helps him to a solution, the factors 
that contribute to creative ability 
are explained, as are the 
barriers to creative thought. 

The film is designed to start dis- 
cussion on creativity, but at the 
showing at which AR editors saw 
the film, it was felt that the con- 
clusion tended to make the film a 
closed-end experience rather than 
an open-end one. 

In the film, the problem is solved. 
The pantomimist finds a new way 
to use bricks, and he is satisfied. 
The solution seems trivial and the 
protagonist’s satisfaction rather 
silly. To many viewers, a problem 
left unsolved might stimulate dis- 
cussion. 

In spite of these reservations, the 
film should be useful as a training 
tool. It is also a good example of 
how imagination can produce an 
effect at low cost. A single actor, 
no lip sync, basically a single set, 
and yet a complex subject is han- 
dled with variety. R.B.K. 


major 


Educational Filmstrip 
Tells of Medium’s Use 


A filmstrip is not merely a piece 
of film accompanied by a record; it 
is an educational and informational 
tool. And like any other tool, there 
is a right and a wrong way to use it. 

Eye Gate House Inc., 146-01 
Archer Av., Jamaica 35, N. Y., pro- 
duces filmstrips to be used in the 
classroom, and obviously has an in- 
terest in their effective use. As its 
contribution to better utilization, it 
has produced “How to Get the Most 
out of a Filmstrip,” which is de- 
signed to teach teachers. 

The first half outlines the basic 
principles of teaching with film- 
strips, while the second shows an 
actual lesson which uses an Eye 
Gate filmstrip, 
the teacher 
the medium. 

While it is designed primarily for 
elementary classroom use, the tech- 
nique can be adapted to training 
situations at all levels, and it can be 
viewed with advantage by anybody 
engaged in using or producing 
filmstrips designed to teach. 

The cost of the strip and record is 
$8.50, and it may be borrowed for 
preview purposes, R.B.K. 


demonstrating how 
takes full advantage of 


Te CU Ce) 
CoM aR TLD dU | 


A Ay VY 
BINDERS 


” SALES BINDER 
~ REFERENCE BOOK 


invaluable 


|VPD SALES BINDER | 
1 REFERENCE BOOK | 


Pp» 


| Describes, illustrates and gives prices of i, 


1 
| 
| 
|... we'll give you this 
| 
| 


45 different styles (in many sizes and colors) 
of ready-made VPD SALES BINDERS. 


HELPS YOU TO: 


7 
CUT BINDER COSTS | 
DRASTICALLY — ready- 
made VPD BINDERS are 
far less expensive than 
custom-made jobs. 


DEVELOP PRESENTA- 
TIONS FASTER, MORE 
EASILY — you can select 
a style and size (7 x 5 
up to 24 x 18) from over 
400 different “in stock”’ 
VPD binders immediate- 
ly and tailor presenta- 
tion material to it. 


| ELIMINATE WORK, 
HEADACHES — no 
| nuisance of ‘working 
out” a binder, no time 
| wasted explaining spec- 
ifications, approving 
| samples. Just look thru 
VPD REFERENCE BOOK 
| and select. 
I to 
1 


MEET DEADLINES 
EASILY —all VPD BIND- 
ERS are ready for im- 
mediate delivery from 
your stationer. 


WRITE NOW FOR YOUR 
FREE COPY OF THE AR-20 
VPD BINDER REFERENCE BOOK 

: JOSHUA MEIER COMPANY, inc. | 


a West 26th Street, New York 1, N. Y. 


manufacturers of sales binders since 1933 
ee eee ee 
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PLAYBOY JA2Z FESTIVAL 
PLAYBOY JAZZ af TICRETS 6 
crams | ay can pear! 


Window Materials . . . A variety 
used. Outstanding wa the 


f size and style were 


n e rolled 


f ter 


Auxiliary Material . . . Riding along with 
the promotion were these materials, some of 
which were profitable in themselves 


All Dressed Up . . . Jack 
Teagarden and two play- 
mates model the festival 


regalia. 





PLAYBOY JAZZ FESTIVAL 


MIGHT CLOB GIRECTORY 


For Night Spots . . . Cooperating night 
clubs were given these table tents and 
a directory of night clubs 


A'‘promotion that started as 
a builder of goodwill turned 
into a self-supporting event 
as handled by “Playboy.” 


By Victor A. Lownes Ill 
Executive Producer 
Playboy Jazz Festival 
Chicago 


There’s no business 
like show business! At 
any rate, that’s what 
Playboy discovered 
when the first Play- 
boy Jazz Festival was 

staged in the Chicago Stadium on 
August 7, 8 and 9 as a self-liquidat- 
ing promotion. 

Playboy, which was six years old 
in December, has a unique promo- 
tion problem. Despite an excellent 
image with its readers as the young 
man’s guide to smart, sophisticated 
living, non-readers (and this often 
includes older men in a position to 
place national advertising) don’t 
hold the same view of the magazine. 
They’re inclined to judge the pub- 
lication by its famed center gate- 
fold of an attractive girl dressed 
somewhat less than might be re- 
quired to face a Siberian winter. 

To improve the image of the 
magazine in the eyes of its non- 
readers and call attention to other 
aspects of its editorial content, 
Playboy hit upon the idea of staging 
a jazz festival. Extremely active in 
the jazz field since the magazine’s 
inception, Playboy has for the past 


Jazz! 
resrivat 


FoF¥>| a 
lM 


Mailing Pieces . . . From special festival stationery 
to a program for a festival art show, printing and de- val 
sign contributed to the success of the promotion 


three years conducted an Annual 
Jazz Poll in which readers have 
named their favorites in the vari- 
ous categories of the modern music 
field. As an outgrowth of its Jazz 
Poll, Playboy has produced albums 
featuring performances by the win- 
ners of each year’s poll and appro- 
priately titled Playboy Jazz All- 
Stars Album. 

With this background of editorial 
emphasis on jazz, the production of 
a jazz festival gave new dimensions 
to the magazine’s activities. As 
Playboy’s Editor-Publisher Hugh 
M. Hefner observed, show business 
offers remarkable opportunities for 
corporations which do not, as Play- 
boy admittedly does, have any di- 
rect connection with the entertain- 
ment field. 


>’ Mr. Hefner points to the tremen- 
dous coverage the Playboy Jazz 
Festival received from all media 

newspapers, radio and television 

and draws this moral, “Since the 
advent of the high-powered, fast- 
talking publicity man, media have 
become _ peculiarly 
efforts by private corporations to 
promote themselves outside of the 
standard vehicle of paid publicity. 
However, we discovered with our 
success of the Playboy Jazz Festi- 
val that if a private corporation is 
willing to give the community a 
worthwhile cultural event, which 
will also be a tourist attraction, 
that company can count on complete 
support from local media. If the 
event has national significance, as 
our event most certainly did, the 
cooperation will extend even to the 
networks, press services and na- 
tional magazines. The real beauty 
of this kind of self-promotion is 
that, in addition to gaining the de- 
sired corporate promotional objec- 


sensitive to 


Goof-up . . . 3x5” festi- 
flags were OK, ex- 
cept order said 3x5’ 


tive, these ventures can be event- 
ually self-liquidating.” 


>» Successful promotion of a major 
event like the Playboy Jazz Festival, 
however, required considerable 
planning. In Playboy’s case, festival 
plans were begun April 1 when 
Mr. Hefner walked into my office 
and said simply, “Make me a jazz 
festival.” Resisting the impulse to 
reply, “Okay, you’re a jazz festi- 
val!” we set the wheels in motion, 
booking talent, planning promotion 

in short, arranging the thousand- 
plus details which resulted in the 
Playboy Jazz Festival being, as one 
critic said, “the 
event in the 
jazz.” 


greatest 
60-year 


single 
history of 


» With the preliminaries settled, we 
held a press conference for all rep- 
resentatives of local media. Admit- 
ting Playboy’s basically selfish rea- 
sons for staging the event, he 
pointed out that benefits to the 
community were undiminished by 
the sponsor’s motivations: further, 
if the event received the support it 
really deserved on its own merits, 
the Playboy Festival could 
become a very special tourist at- 
traction for Chicago, with real cul- 
tural validity as well. 

Skeptical at 
were 


Jazz 


first, the newsmen 
surprised at Playboy’s ex- 
treme candor in admitting the event 
was designed to be, very honestly, 
a publicity device for the mag- 
azine. But they bought the logic of 
Playboy’s argument, overlooking 
the motive and giving the event 
the space it obviously deserved as 
a cultural contribution to the city 
and an important tourist lure to 
Chicago. 


> After the announcement of initial 
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plans, members of the Playboy staff 


who had attended similar events 
were asked their opinions on vari- 
ous facets of these other festival 
general 
agreement that other jazz festivals 
were rathe 


promotions. There was 


unattractively staged 
and moved very slowly, with time 
wasted setting the stage between 
acts 

Advertising and promotion for 
these other omnibus events tended 
to be unattractive because of the 
necessity of cramming a great deal 
of information into small amounts 
of space. Fans at other festivals, 
the jazz buffs decided, were over- 
charged in paying a dollar for festi- 
val programs not worth that much 
as finished publications 

Also taken into 
were rumors that festival crowds 


consideration 


were becoming less and less orderly, 
even that stiff local opposition had 
sprung up in some communities be- 
cause of the hi-jinks of these week- 
end visitors with little else to do 
but raise Cain 


> To solve the presentation prob- 
lem, Playboy assigned the design of 
stage facilities to a promotion art 
director. Dan Czubak won the as- 
signment and his final design not 
only provided a colorful setting for 
the festival musicians, but incorpo- 
rated an efficient revolving stage 
which permitted setting up one act 
backstage while another was per- 
forming in front 

Of course, Mr. Czubak’s design 
didn’t let anyone forget who was 
sponsoring the festival. The stage 
was well embellished with Playboy’s 
famed rabbit trademark, set in a 
stylized pinwheel setting, which was 
created as a special emblem for the 
Playboy Jazz Festival. This festival 
symbol was one of many details of 
the promotion designed to make the 
event more appealing by surround- 
ing it with an image of excitement 
and festivity 


>» One of the promotion “gimmicks” 
developed to take the stigma off an 
indoor festival and help create the 
proper image for the event was the 
design and development of a sou- 
venir festival hat and blazer. Ad- 
mittedly, both of these items had 
no practical indoor 
festival, but their value in creating 


value at an 
the proper atmosphere was _ tre- 
mendous, and enough, 
both hats and blazers sold extreme- 
ly well. Both were advertised as 
mail order items in pre-festival is- 
sues of Playboy and also sold at the 
festival itself. The hats—available 
in men’s and women’s styles—sold for 
$2 each; the blazers which were 
simply natural denim jackets, sold 


amazingly 
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uninflated $5.95. 

The hats and blazers also played 
an important part in pre-festival 
promotion. For use in store win- 


for an price of 


dows a special poster was designed 
in the form of a tube topped with 
the man’s version of the festival hat. 
Besides making a distinctive poster, 
this hat helped get the 
posters placed, since store managers 
were allowed to keep the hat. These 
tubular posters, sans hat, also 
worked very well 


feature 


around 
lamp posts and telephone poles. 

When public events or television 
scheduled for 
Playboy decked 
them out in the “official uniform,” 
making them virtual “sandwich 
men” for the event. Louis Arm- 
strong was so pleased with his hat 
and blazer that he insisted on wear- 
ing them at events with no rela- 
tion to the festival, and happily ac- 
cepted the “uniform” as a gift when 
the festival was over. 


wired 


appearances were 


festival artists, 


> The excitement of the festival’s 
pinwheel emblem and_ straw hat 
theme was carried out in all Play- 
boy’s advertising and _ promotion. 
The problem of making  copy- 
crowded advertising attractive was 
solved through the old-fashioned 
technique of using many 
typefaces, decorative borders and 
designs. 

Altogether, more than $27,000 
worth of advertising was placed in 
local newspapers, the business press 
and national media such as The 


New York Times and The New 


poster 
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Local and National Advertising . . . The 
old-fashioned poster effect permitted a 
lot of information to be included in a 
variety of ways without dullness 


Yorker. Advertising within the 
pages of Playboy itself consisted of 
single and double-page ads and 
special festival plugs. The July 
issue featured a round-up of 1959 
jazz festivals, followed in the Aug- 
ust issue by an elaborate article 
“Playboy On The Town In Chi- 
cago,” designed to promote both the 
city and the festival. 

Festival-inspired advertising in- 
cluded special display posters of 
Schlitz Beer (“Welcome Playboy 
Jazz Festival Fans’) and a key 
outdoor poster on Chicago’s Con- 
gress St. Expressway donated by 
the Willett Co. for worthy civic 
events. 


> Since the convention-like pres- 
ence of jazz fans from all over the 
country demanded a center of ac- 
tivity where the festival could be 
exploited to best advantage, Play- 
boy decided on the Hotel Sherman 
as official festival headquarters, an 
arrangement profitable to both par- 
ties. (For example, every one of 
the hotel’s 1,400 rooms was filled 
on an otherwise dull weekend.) 
The magazine sponsored an art 
exhibit with a jazz theme in the 
Hotel Sherman Art Gallery early in 
August. On display were the works 
of Playboy’s famed painter of the 
urban scene LeRoy Neiman and 
several other artists and photog- 
raphers noted for their studies of 
jazz scenes and personalities. 
Discussions and seminars held in 
the hotel’s banquet rooms in the 
morning were filled to capacity, 
with Playboy Jazz Editor Leonard 
Feather heading a panel of noted 
musicians. The controversial docu- 
mentary film “Cry of Jazz’ was also 
shown. The hotel staged “after-the- 
show parties” each night following 
the evening performances, which 
proved to have great appeal to the 
tourists. These were open only to 
those persons staying at the hotel, 
festival musicians, the press and the 
Playboy festival staff. The hotel re- 
ported that the bar at the parties, 
which was open between 1:30 am 
and 4 am each night, did $6,800 
worth of business during the week- 
end. This, of course, was in addi- 
tion to other business done in the 
hotel’s restaurants and bars. 


> We designated the evening before 
the festival, Thursday, August 6, as 
Jazz Festival Night Club Night, 
with a Playboy sponsored tour of 
Chicago nightclubs for out-of-town 
festival fans. Specially prepared 
night club directories were also 
distributed, listing the city’s top 
night spots and the entertainment to 
be found during the festival week- 
end. 





These were intended not so much 
to promote the festival, as to estab- 
lish good relations with night club 
managers. Since it was felt the fes- 
tival would almost certainly reduce 
night club patronage that weekend, 
the tour was to placate night club 
owners by assuring them of good 
business on Thursday night and 
further promoting their interests 
during the weekend. 

Table tents were distributed to 
various dining places and_ night 
clubs throughout the city, featuring 
the name of the particular estab- 
lishment and the full festival sched- 
ule. More than 200,000 festival bro- 
chures were distributed through 
mass mailings and a_ pre-selected 
list of press contacts were supplied 
with press releases, pictures and 
brochures on, a regular basis. 

Virtually every columnist and 
music critic covering the festival 
commented on the high quality of 
the audience in attendance. Be- 
cause of Playboy’s unique appeal to 
the sophisticated, young urbanite, 
these were the kind of people who 
patronized the festival. The crowd 
was extremely orderly and could 
best be compared to a_ regular 
theater audience. 

The festival also enjoyed the 
sponsorship of the Chicago Urban 
League for the opening night bene- 
fit performance. Playboy felt the 
cooperation with this worthwhile 
civic group was excellent public 
relations, boosting the magazine’s 
prestige in Chicago. A special Ur- 
ban League brochure was distrib- 
uted at the Friday evening perform- 
ance. 


> As a further promotion, Playboy 
arranged a tie-in with the Wolf- 
schmidt Vodka Co. for the appear- 
ance of two scene-stealing white 
Russian wolfhounds at the festival. 
They lent color to the proceedings 
and didn’t bark even once during 
the performances. 

Artists were transported to and 
from the Stadium in a fleet of Ci- 
troens, loaned by the distributor, 
emblazoned with the Playboy festi- 
val pennants. These were driven, 
incidentally, by pretty Playboy sec- 
retaries attired in the official hat 
and blazer. These efforts served the 
double purpose of promoting both 
the festival and the contributing 
companies. 

At the Stadium 30,000 copies of 
Playboy’s fifty-cent “Festival Year- 
book” programs were sold, as well 
as 2,400 festival hats. Three by five 
foot flags sporting the official festi- 
val emblem decorated both the 
Sherman Hotel and the Stadium. 


> As a result of these all-out pro- 
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ENVELOPE 
POCKET 
FILE 


Vertical file for all 
hard-to-file materials: 


art work, plates, negatives, stencils, 
x-rays. Gives complete protection; 
keeps materials organized and identi 
fied for instant use; saves space. Heavy 
Kraft envelope pockets up to 24” x 30”, 
each individually suspended from 
unique PLAN HOLD rack. You can 
file 300 envelopes in only 24 lineal 
inches. For wall mounting or in attrac- 
tive steel cabinets for extra safety. 
PLAN HOLD offers a complete line of 
vertical and roll file equipment in 
modular sizes, fixed or mobile. Ask 
your engineering supply or office equip- 
ment dealer. Or write direct for illus- 
trated catalog to the manufacturer: 


PLAN HOLD CORPORATION, bept.a 


5204 Chakemco St., South Gate, Calif 


ALL MIXED UP 2 
ABOUT CANCER = 


You needn't be. Today many 
cancers are curable. Your 
best insurance against can- 
cer is a health checkup every 
year. And send a check to the 
American Cancer Society 
to help wipe out this dread 
disease. Send your contri- 
butions to ‘‘Cancer,”’ in care 
of your local post office. 


AMERICAN CANCER SOCIETY 
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motion efforts, the Playboy Jazz 
Festival received nationwide pub- 
licity—bales of it. NBC Monitor 
broadcast seven 10-minute pro- 
grams from the Chicago Stadium to 
the entire network. The Armed 
Services Overseas network  re- 
corded the entire five-performance 
program for re-broadcast to troops 
abroad. All Chicago media coop- 
erated completely in the advance 
promotion of the festival and late 
gave front page coverage to the ac- 
tual event. Newspaper, radio and 
tv coverage appearing in hundreds 
of cities throughout the United 
States. Even the international press 
was on hand to cover the event. 
The Playboy Jazz Festival at- 
tracted jazz enthusiasts from all 50 
states and several countries. Ca- 
pacity audiences at each of the three 
evening sessions and substantial at- 
tendance at the two matinees pro- 
vided gross receipts for the entire 
audience of $245,680; the opening 
night benefit performance for the 
Chicago Urban League alone 
$101,476. Serious music 
critics commented on the high qual- 
ity of the artistic presentation, 
sound and production. Trade publi- 
cations called it the largest and 
most successful single event in the 
history of jazz. Publisher Hefner 
summed up: “We have proven by 
our experience with the Playboy 
Jazz Festival that a private com- 


grossed 


pany will receive complete coopera- 
tion from a community for private- 
ly-sponsored cultural events. Be- 
cause, admittedly, the values ac- 
cruing to us from our own event 
are considerable, we are able to 
make a much larger investment in 
an added attraction for the city 
than we could have afforded in 
support of an existing cultural pro- 
gram. We hope that other private 
enterprises will be encouraged by 
our example to make investments of 
this sort.” 

And that’s show biz! 44 


Chevy Up In The Air 
On Exhibiting Idea 


Floating convention rooms, in- 
flatable movie houses as the 
popular song says, “this may be 
the start of something” if the new 
traveling exhibit for Chevrolet 
clicks with the public. 

The new exhibit technique fea- 
tures buildings entirely supported 
by air, inflated at the show site, 
and deflated after the show. These 
include a loaf-shaped, 100,000 cubic 
foot exhibition hall containing mod- 
ern automotive engineering dis- 
plays and a theater sphere in which 


Scale-Model Chevy Exhibit . . . Jan 
Kingsley (left) and Claudine Harris ex- 
amine small model of Chevy's inflatable 
traveling exhibit. Theater house in fore- 
jround houses 185 spectators for test- 


ride movie 


185 spectators can experience, 
through a movie, the joys of taking 
a new car test ride. 

The auditoriums are called the 
Airosphere and Cinesphere. Both 
are fabricated of vinyl-coated ny- 
lon and can be inflated from four- 
by-four packages to full size in a 
matter of minutes. Automatic blow- 
er systems maintain a_ constant 
pressure to support the buildings. 

The Airosphere measures 100x40 
x25’ and was designed to house the 
latest displays developed by Chev- 
rolet for showing mechanical and 
engineering improvements in the 
1960 line of cars and trucks. 

The Cinesphere is 46’ in diameter 
at the base and 20’ in height. It con- 
tains a standing room gallery with 
handrails. A projector uses a wide- 
angle lens against a curving, semi- 
spherical screen. 

The exhibits will tour the nation’s 
shopping centers this spring and 
summer. 44 


Exhibit Makes Good 
Traffic Stopper 


Real money, thousands of dollars 
worth, is the basis of a traffic build- 
er exhibit piece available from the 
Republic Co., 75 W. Van Buren 
St., Chicago 5. 

Suggested for use at conventions, 
meetings, shows and exhibits, the 
“Money Spectacular” is a display of 
U.S. currency in a glass frame of 
41ox3lo’. 

In addition to being an attention- 
getter, the Money Spectacular can 
be used in connection with a “guess- 
the-amount” contest. 

It can be rented for periods of 
from one day to two weeks. Rates 
are $100 for one day; $200 for six 
days. 44 
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Exhibits in a Lobby . 


. » The displays were arranged along the walls of an L-shaped 


lobby, with regular patron traffic. No manufacturers’ representatives were present. 


By Mildred Weiler 


Within the wide range of today’s 
rapid technological developments, a 
new service or product often comes 
so fast that it attains consumer ac- 
ceptance and demand before indus- 
try is ready to efficiently supply 
the demand. 

This was the situation Union 
Electric Co., St. Louis, faced after 
a series of trial balloon promotions 
for electric heating for both home 
and industry. 

The trial balloons were a series 
of small exhibits of heating equip- 
ment held in separate counties 
early in 1959. Purpose: to educate 
both the public and the trade in 
what is available in electric heating 
and the benefits derived from its 
use. 

Each exhibit, which consisted only 
of that equipment available within 
that county, was backed up by sat- 
uration direct mail (a series of five 
different mailings to consumers of 


the area), billboards, 
radio and tv advertising. 

Meetings were also held with 
builders and contractors of the area 
to acquaint them with what elec- 
tric heating had to offer. 


newspaper, 


> These county promotions proved 
so successful that by June Union 
Electric Co., decided to hold one 
of the first comprehensive exhibits 
covering all types of heating equip- 
ment distributed in the St. Louis 
market area. 

Thirty-six different manufactur- 
ers of electric heating equipment 
were invited to bring their displays 
to the Union Electric Co.’s head- 
quarters building in St. Louis for 
a three weeks’ show in August. 
Thirty-six manufacturers and 40 
distributors participated. 

“While we have had displays of 
electric heating equipment at Home 
Shows and in our various county 
exhibits, this was the first time we 
had all of them under one roof and 


Here’s how a utility 

sold electric heating 
without giving brand 
recommendation, yet made 
sales for manufacturers. 


without Exhibitors 


YOURE 
INVITED 


to Union Electric’s big 
ELECTRIC HEATING FAIR! 


© See the finest heating equipment for homes, stores, offi 


»., Tuesday, Wednes 


Electric Building, 12th and 


® 
UNION ELECTRIC Ez 





Single Invitation . . . This single news- 


paper ad, plus one tv spot, brought 
3,000 visitors in four days. 
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381 Chapters 


Book by 


James D. Woolf 
A SELECTION OF 

THE BEST OF HIS 
‘*SALESENSE’’ ARTICLES 


400 pages that deal 

principally with the creative 
aspects of advertising 
Advertising Age, The National 
Newspaper of Marketing, is 
not normally in the business of 
publishing books. But this book 
is a ‘‘demand performance." 
Hundreds of our readers— 
both agencies and advertisers 
—have been besieging us with 
requests for Jim Woolf's ‘’Sale- 
sense"’ articles in book form as 
a permanent reference work. 
Handsomely-printed and lav- 
ishly illustrated, this new vol- 
ume is an exceptional value at 
$5.95 including all postage 
and handling charges. QUAN- 
TITY DISCOUNTS: 5 to 10, the 
price is $5 each; 11 to 25, 
$4.50; over 25, $4 each. Mail 


coupon below. 


EXAMINE SALESENSE for 5 Days 
AT OUR RISK 


ADVERTISING AGE, Dept. 
Attention: Book Department 
200 E. IHinois St., Chicago 


| want———__———- copies of SALESENSE IN 
ADVERTISING. If I am _ not completely 


satisfied with the book (or books) after a 
5 days’ examination, | can return the book(s) 
and my money will be refunded in ful! 


My Name ———HW+———_— —_——_———— 
Firm — -— + —- 
Address ——_-——_ 

City Z 

© I am enclosing my check for $ ———— 
OO Bill me tater () Bill my firm 





invited special groups to see the 
display,” Shelley S. Sansbury, man- 
ager of sales development and train- 
ing division of U.E. explained. 

> Staged on the street level lobby 
of the U.E. in St. Louis, the com- 
pany had little physical adjustment 
to make other than to supply spots 
for extra lighting and string pen- 
nants. 

This 8,500 square foot lobby, which 
runs two 
of a corner building, is used gen- 
erally as a display area for UE 
products. It is main traffic 
artery for customers who pay bills 
immediately adjacent to the area. 


L-shaped around sides 


also a 


> A month before the big exhibit, 
promoted as “The Electric Heating 
Fair,’ Art Baebler, Sales Engineer 
for Union Electric, contacted the 
equipment manufacturers by let- 
ter. The letter was followed up by 
phone and personal calls. 
Requirements for manufacturers 
invited to exhibit were simple: 


1. Displays could not exceed 4 to 
6’ in length (the vaulted ceilings did 
not present a height problem). 


2. All displays were to be as self- 
explanatory as possible. 


and/or sales litera- 
ture was also to accompany the dis- 


play. 


3. Information 


4. The display was to remain at the 
U.E. Electric Co. for the fair’s three 
week showing. 


5. Unless the manufacturer had 
other commitments for his display, 
it was then to go on tour following 
close of the fair. 


That was all. If he didn’t grasp 
the plus advantages of such an ex- 
hibition immediately, each manu- 
facturer was well aware of them 
following the close of the fair. 


> Advantages he got, and which he 
isn’t likely to get at ordinary shows, 
include: 


1. Rent-free exhibit space. The 
manufacturer paid nothing for the 
Union Electric Co.’s lobby space, 
nor for the privilege of showing in 
the Electric Heating Fair which ran 
three weeks, a 
ordinary shows. 


longer time than 


2. Saved manpower. A staff of ten 
Union Electric heating 
manned the show. 
could 


specialists 
Manufacturer 
manpower at home 
base, and also was spared a training 
program. 


3. A select, quality 
curiosity seekers. 


use his 


audience—not 


Technical Information . . . U.E 


neers, wearing company badge, were 
present to offer advice and to distribute 


the addresses of all manufacturers. 


4. A 
tects, 
were 


show. Archi- 
and_ distributors 
invited to the show at 
specific times. 


multi-purpose 
engineers 
also 


with his 
on-the- 
distributors 


show 
and _ provide 
comparisons for 
and consumers. 


5S. Opportunity to 
competitors 
spot 


6. Benefit of the utility company’s 
newspaper, billboard, radio, tv and 
radio advertising which preceded 
the Electric Heating Fair. 


7. Opportunity to let all employes 
and sales staff of the utility see 
and learn about his equipment dur- 
ing show. 


8. Extra sales opportunity for his 
display when it goes on tour fol- 
lowing the St. Louis Heating Fair. 


> The Heating Fair included actual 
working installations, cutaway 
models, exhibits of proper installa- 
tion, photos of installations already 
installed in the area and compara- 
tive data on operating costs and 
performance. It was open, by in- 
vitation, to four different groups 
during the three weeks’ show. 


1. All sales people in the entire 
U.E. system were shown all the 
equipment in detail to familiarize 
them with what the manufacturers 
had available. 


2. By bulletin board announce- 
ment, employes, their families and 
friends were invited on_ special 
evenings. 


3. By special invitations archi- 
tects, engineers and builders were 
invited to preview the show on 
opening day. 


4. Through one daily newspaper ad 
and spot announcement on a tv 
morning weathercast, the public was 
invited to attend any day or on the 
two evenings a week the show was 
open. 


The staff of U.E. sales engineers 





who manned the show could not 
favor one type of equipment over 
another. 

Of the 36 manufacturers exhibit- 
ing, only one complained that one 
of his prospects had been converted 
to another manufacturer’s model as 
a result of the show. The majority 
increased their customer list, and 
one reported his distributor was 
so impressed with electric heating 
after the show that he decided to 
handle electrical heating equipment 
only. 


> Each U.E. sales engineer was 
identified by the giant size button 
he wore inviting visitors to ask 
him for information. A desk at one 
end of the exhibition was an infor- 
mation center where the U.E. rep- 
resentative could talk privately with 
those who sought his help. A stack 
of envelopes on the desk contained 
the names and addresses of manu- 
facturers and their distributors. 
Each visitor carried one of these 
envelopes home. 

About 3,000 people attended the 
show during the week it was opened 
to the public. The staff of three 
U.E. heating specialists assigned to 
man the show during the two eve- 
nings the show was open had to 
be increased to five. Many people 
came from as far away as Iowa 
where a U.E. rep had told them 
about the show. Many came with 
sketches or blueprints of their 
homes. U.E. heating specialists 
made a preliminary heating analy- 
sis for them without recommend- 
ing any specific manufacturer. The 
envelope containing names of man- 
ufacturers and distributors and the 
displays helped visitors determine 
choice of equipment. 

Exhibition hours for the public 
were 8 am to 5 pm Monday thru 
Friday, with Monday and Thurs- 
day nights, two regular shopping 
nights in neighboring department 
stores, extended to 9 pm. 

Success of the Heating Fair at 
all group levels accented two im- 
portant points: 


1. The assembling of electric heat- 
ing equipment representing all the 
manufacturers and distributors in 
the area in one comprehensive ex- 
hibition created a one-stop infor- 
mation center. 


2. With such complete information 
available in one area no gimmicks 
such as give-aways or refreshments 
were needed to attract crowds. Ab- 
sence of refreshments or other 
trade show assists provided com- 
plete concentration on exhibition 
displays. 


As a follow-up to the fair, the 


Union Electric Co., planned a din- 
ner meeting for architects and en- 
gineers in October. 

At the close of the fair in Au- 
gust, 30 of the 36 manufacturers 
agreed to go on tour. For the bal- 
ance of 1959, Union Electric Co., 
moved the 30-unit exhibition for 
showings in Illinois, Missouri, and 
Iowa, the three-state area the 
utility serves. 

The road show is patterned after 
the successful St. Louis comprehen- 
sive exhibition. Local U.E. heat 
specialists in each area will man 
the show. Each display is also self 
explanatory. 44 


New Display Material 
Heals After Puncturing 


A new vinyl-on-cork wall cover- 
ing that “heals itself’ by closing up 
holes made by tack or pin punctures 
has been introduced by Bond Crown 
and Cork Div., Continental Can Co., 
Chicago. 

This healing quality enables 
charts, advertisements, posters, etc. 
to be pinned or tacked to the mate- 
rial and later removed, leaving the 
vinyl surface unblemished. 

Marketed under the name _ of 
“Cork-Tex Wall Covering,” 


terial consists of heavy 


the ma- 
gage vinyl 
permanently bonded to %4” cork. It 
is washable, lightweight, and can be 
installed with a mastic adhesive ap- 
plication to the wall and pressure 
placement of the Cork-Tex. 

It is available in rolls measuring 
72x4’ and also in pre-framed sec- 
tions up to 12’ in length. Eight stock 
colors in a linen finish vinyl are 
currently available. Available on 
special order are more than 100 
other shades and textures. 

Complete information can be ob- 
tained from Bond Crown & Cork 
Div., Continental Can Co., 1819 N. 
Major Av., Chicago 39. 44 


It's a Bathmobile! . 
display for Gerber Plumbing Fixture Corp 


Unusual mobile 


bath-and-powder room 


as. 


ART SERVICE 


There are many clip art catalogs available, 
but ONLY ONE complete art and layout 
service. Ideas alone in each monthly issue 
are worth many times the small cost. From 
the smallest printers to the largest concerns 
such as Prudential, General Motors, etc. have 
been —— euboortbors for many years. 
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of packing and 
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— ie Complete Current Issue 


single current issues normally sell for $20.00. 
The complete issue, yours to use, can make 
you hundreds of extra dollars! In addition to 
the current issue you will receive an unusual, 
attractive, introductory offer. No obligation. 
No salesman. Attach one dollar to letterhead 
and mail today to Multi-Ad Services, Inc., 
126 Walnut Street, Peoria, Illinois. 


At three times the price 
you can't buy a better luci! 


SOLD DIRECT ONLY 
with a ten day 
money-back ae 
18”x 24” focal plate 
17% i copy board 
Four dia. up or down 


Hundreds sold to the Y 
nation's top firms | 


— a return! 
198” complete with 
Raptar F 4.5 lens 


Send for literature today! 


LUCYGRAF Mfg. Co 
1929 N. Hillhurst Ave 
L.A. 27, NO. 1-0637 


WHAT KIND OF VISUAL SALES 
JOB DO YOU HAVE IN MIND? 


We have automatic 

projectors for point 

of sale and trade 

shows. We have 

desk top viewers for 
both slides and film strips — with or 
without sound, designed with your 
salesmen in mind. 


For information, write Dept. A-5 
TEL-A-STORY, INC., Davenport, lowa 


YOURS: Outstanding 
Letterhead Design Port- 
folio — created by the 
Advertising Design De- 
partment of world- 

famous Pratt Institute — 
on Parsons King Cotton 
Business Papers. Write 

on your business letterhead 
for Portfolio Number 552 


Parsons PAPER DIVISION 


NATIONAL VULCANIZED FIBRE CO. 
HOLYOKE, MASSACHUSETTS 


e Do you use WORKING MODELS? 
Then don’t miss 


A|B\G 


in ar for june 
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Cupples-Hesse 
created 
6 ENVELOPES 
UE aN UA ei 
variety of 


all wrapped up 
In paperwork ? 


Take this easy, modern-business way to free 


yourself from mounting paperwork. Put 


problems 


BIND IN 

A promotion piece with detachable return 
envelope is actually bound into catalog or 
publications reducing communicating cost and 
speeding return reply 


iS 


oy 


Oo 


TALLY-HO, 

SALES SUMMARY 
Tally envelope for sales personnel, cashiers, 
etc. A perfect record for daily sales, or en 
velope for cash receipts. Ideal for any job 
that notes, accumulates, or reports 


FOR SERVICES RENDERED 
A handy envelope that doubles as bill for 
services rendered and pre-printed remittance 
envelope. Steps up payments 


PHOTO-FINISH WINNER 
Order and payment all in one. Customer drops 
exposed film in main pocket, his payment in 
built-in coin envelope. It’s ready to mail. 


Cupples-Hesse Company 
Division of St. Regis Paper Company 
ST. LOUIS 15, 4100 N. Kincshichway /oerRorT 16, 3633 MICHIGAN ave. Joes MOINES 13, 1655 E. MADISON AVE. 
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solve it completely 
and economically. 


Cupples-Hesse systems envelopes to work— 
on your staff! Let them save you both 

time and money! Call Cupples-Hesse 

with your problem, and let our 

Creative Design Department 


PAYDAY TIME 
A dependable and confidential way of dis- 
tributing dividend checks, paychecks or cash. 
Window allows name of recipient to show 
through for identification. 


TWIN-VELOPES 

Vital data entered on both envelopes at source 
of information. Envelopes detached and en- 
closures sent on separate paths. Greatly 
decreases paperwork. 





May 1960 + @y - 115 


Selling 
Buildings 
by Mail 


A personalized campaign, based on 


eRe S 
SALES 
ae 18 3 


a careful list analysis, got increased 
dealer participation for Stran-Steel, 


at a lower per prospect cost. 


Campaign Booklet . . . This plastic-bound booklet carried the 


complete story of the direct mail campaign 


The problem Stran-Steel faced 
was simple: to increase its dealers’ 
use of direct mail. 

The solution it derived was 
equally simple: to offer them a 
better program aimed at a more 
selective list. 

But the road from the problem 
to the solution was not an easy one, 
and to follow it, we have to go back 
to the beginning, and take a look 
at the company, its product, its 
markets, and its way of operating. 


> The Stran-Steel Corp., Detroit, 
makes prefabricated metal build- 
ings, which include showrooms, fac- 
tories, garages, warehouses and 
others as well. It does not sell di- 
rectly to its customers, but through 
some 200 franchised dealers. These 
dealers make the sale, order the 
steel from Stran-Steel, and handle 
the erection of the building. 

Past promotional activity fell into 
two phases. The first was national 
advertising in such magazines as 
Newsweek, Nation’s Business, and 
more specialized business magazines 
covering its potential markets. This 
was backed up by direct mail, pre- 
pared by the company and sent out, 
under a dealer’s imprint, to a list 
prepared by him. In 1958, 109 of the 
dealers participated in this program, 


furnishing a total of 60,000 names, 
each of whom received four mail- 
ings. Each dealer paid 10¢ per name 
per mailing. 

The net result of this direct mail 
campaign, as far as the company 
could learn, was only about 1°, in- 
quiries. Some dealers were grum- 
bling about their low return. 


> Upon Bruce An- 
drews, Stran-Steel’s sales promo- 
tion manager, felt that the lowest 
returns were shown by those deal- 
ers whose lists were of the poorest 
quality. This indicated that better 
lists might be the answer, and for 
help, Mr. Andrews turned to Rob- 
ert A. Vander Pyl, Advertising Let- 
ter Service, the Detroit member of 
Direct Mail Creation and Produc- 
tion Associates, a network of some 
30 direct mail agencies, which has 
its headquarters in Toledo. 

It wasn’t easy to build the right 
list, since the company does not sell 
to businesses, but to dealers who 
are not always too cooperative in 
releasing the names of their cus- 
tomers. A way around this dilemma 
had to be found. 


investigation, 


> It started with a list supplier who 
had put every listing in Dun & 
Bradstreet on a separate IBM card. 


This made over 2,000,000 cards, a 
list far too large to use in its en- 
tirety. But how to break it down 
to a practical and useful size? 

Each card was also punched with 
the company’s financial rating, its 
county, and its SIC number. This 
last, standing for “Standard Indus- 
trial Classification,” is a system de- 
vised by the U.S. Dept. of Com- 
merce to classify businesses. It is 
becoming more widely used as a 
guide to the nature of industry. 

This master list would furnish all 
the names the company wanted. But 
to find which were the most likely 
prospects, Advertising Letter Serv- 
ice resorted to a study of the cou- 
pons Stran-Steel had received from 
its magazine advertising. 


> Thousands of these names were 
taken, and assigned the appropriate 
SIC number, using the Dun & Brad- 
street directory. A card was 
punched for each response, with 
the SIC number keyed. These 
cards were sorted and counted by 
SIC number. 

These were raw figures, and by 
themselves, they were somewhat 
misleading. For example, there were 
eight inquiries from companies in 
SIC 3441, and four from SIC 2823. 
But this didn’t mean that the first 
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One thing ala lime 
And thal done well, 
Gaia we “y good vale, 
chs many can tld. 


ME ERK 


right. There are many 

in do at one time and do 

ike printing your letterheads 
1daressing your envelopes sort 

your lists while processing your 
etters etc. etc. Just take a look be 
yw and see the many departments 
which are available to serve you at the 


same time and be done well as 


ADVERTISING SERVICE 


° 9560 
$21 SOUTH WABASH AVENUE = oes 
Fast and Resourceful Service ‘ 


_. Reasonable, too! 


Addrenne 


ny can tell 


e mache . 


AWARD 
WINNING 


POSTCARDS 
SELF MAILERS & BROADSIDES 


Plastichrome, winner of the Lithographers 
National Association Award for 7 straight 
years offer unequalled quality and dependable 
service at competitive prices. Plan a full color 
postcard promotion, supplement it with Plasti- 
chrome catalog sheets and allied items. Post- 
cards from your transparencies COST LESS 
THAN Ic EACH. 


FREE MERCHANDISING 
IDEA KIT 


Send for yours today 


Sales Representatives — some territories still 
open, write for details. 


ae eae Le 


400 Newbury Street, Boston 15, Mass. 
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Double-Duty Return Card 


} the 


ive 


\“ 


as a better field than the second 
The total number in each group was 
needed. This figure is available from 
the U.S. Dept. of Commerce, and it 
showed that #3441 had 2,454 busi- 
ness establishments against only 
978 in the second. Obviously, the 
latter, on a percentage basis, was a 
more qualified group 

Each of the SIC groups included 
in the tabulation of inquiries was 
matched against the government re- 
ports of total number in the group 
to give a percentage of interest 
Some factors, of course, had to be 
ignored. No measure could be taken 
of the advertising impact upon a 
specific group. There was a possibil- 
ity that high percentage of returns 
was due to greater sales effort. But 
since most of the inquiries resulted 
from ads in general business maga- 
zines, cutting across the SIC num- 
bers, it was felt that this factor 
could be eliminated. 


>» Because of the experience of both 
Stran-Steel and Advertising Letter 
Service, the mailings were built 
around letters rather than self-mail- 
ers. 

Another element that would help 
to bring in more response was a 
preaddressed reply card. Since the 
prospect doesn’t have to go to the 
trouble of filling out his name and 
address, there is a better chance of 
his returning the card 

For this mailing, a special com- 
bination reply card was designed. 
Used with a window envelope, it 
saved the cost of addressing. It was 
also large enough to remain in posi- 
tion in the envelope, to make sure 
the address was always visible. 


>» While the reply card was standard 
postcard size, the extra length was 
not just stuffing, but was put to use. 
The left hand portion of the card 
was the business card of the dealer, 
with a little tab which would make 
the business card portion stand out 
in the bunch of cards the average 


tee! Buildings Pleose 


ee! Buildings 


epresentative call 


executive keeps in his desk drawer. 
The back of the card was left for the 
prospect to indicate what he had 
asked for and when. 

To speed handling, the reply card 
was imprinted with the dealer’s ad- 
dress, and, of course, came directly 
to him. The business card was also 
imprinted with the dealer’s name, as 
was the letterhead. Imprinting, of 
course, costs money, but it helps in 
giving a mailing a more personal, 
local touch. And the envelope, too, 
should be imprinted. 

The’ solution was. simple. A 
double-window envelope was used. 
The second window permitted the 
name and address of the dealer, as 
printed on the business card portion 
of the reply card, to show through, 
thus achieving a return address at 
the additional cost of the extra win- 
dow rather than that of an imprint. 
It also eliminated one chance for 
error in making up the mailings, 
since all envelopes used were the 
same. The mailing shop didn’t have 
to keep track of one hundred or so 
batches of return envelopes. 


> To round out the mailings, an en- 
closure was wanted, in addition to 
the letter and the reply card. Stran- 
Steel decided to use reprints of ads, 
prepared by its agency, Campbell- 
Ewald, that would run in magazines 
covering the same markets. This 
would help in two ways. In the first 
place, this would give the mailing 
pieces whatever carry-over benefit 
could be derived from its print ad- 
vertising. Secondly, it would help 
keep costs down, and this was not 
unimportant. 

Preprints of the ads were given to 
Advertising Letter Service as a guide 
in creating copy for the letters that 
would accompany each reprint mail- 
ing. 


> Stran-Steel buildings fall in six 
major categories, and each type of 
business has a primary interest, 
generally, in no more than one of 





these. That meant that a series of 
selling letters ‘could be written for 
each of the six categories. The 
proper series could then be selected 
for each industry group. With a 
mailing of four pieces, this meant a 
total of 24 separate letters had to be 
written. 


> Now everything was complete ex- 
cept the dealers’ acceptance. This 
was important, because without 
dealer participation, the campaign 
could not get off the ground. Fur- 
thermore, the costs would be rea- 
sonable only if the volume to be 
produced were large enough. 

To achieve this, Stran-Steel 
adopted three steps: 


1. It reduced the cost, to the dealer, 
from the previous year’s 10¢ per 
name per mailing, to 7¢. This 
alone, the company felt, would jump 
the orders from last year’s 60,000 to 
75,000. 


2. It offered the dealers as flexible 
a plan as had ever been arranged. 
A dealer could order as many or as 
few categories as he wanted. He 
could specify all six categories or 
could order only one. He could list 
preferred counties or leave the 
choice up to the company. He could 
schedule his four mailings in any 
months he wished, from March to 
November. And finally, he could 
add or delete names from any of 
the supplied lists. 


3. A detailed presentation book was 
prepared which gave all details of 
cost, of content and of handling, and 
an effort was made to get all dealers 
to give the plan thorough and care- 
ful consideration. 

The presentation book, 8x11, 
plastic bound, told the complete 
story of the planned campaign. It 
included a sample of an actual mail- 
ing piece, envelope, reply card and 
all, as well as samples of the special 
three-color letterheads planned for 
the first of the four mailings. It 
ended up with a four-part carbon- 
ized order form, ready for the deal- 
er to fill in and return to Stran- 
Steel. 

There was_ one __ psychological 
touch added to the order form. 
Clipped to it was a simple multi- 
graphed memo from the advertising 
department, suggesting a minimum 
order of 1,000, divided among the 
six categories. This figure con- 
trasted with the previous average of 
500 names per dealer. 


> The presentation was taken around 
to each dealer by his salesman. An 
effort was made to work out the 
year’s program and to obtain an or- 
der at the initial visit, and it was 


largely successful. However, if an 
order was not forthcoming, the 
presentation was left with the deal- 
er, and frequently this brought in a 
later order. A period of six months 
was allowed for late orders to be 
accepted. 

The results were impressive. The 
number of cooperating dealers 
jumped from 109 to 168, with many 
of the additions using direct mail 
for the first time. The total number 
of names used went up from 60,000 
to 168,000. 

Half-way through the program, a 
questionnaire went out to the deal- 
ers, asking about results. The re- 
sponses indicate that the full cam- 
pain will pull a 4.4% response, 
against only 1% the previous year. 
This would indicate some 6,600 in- 
quiries against the 600 the year be- 
fore. This increase is due, of course, 
to three factors; the larger list, the 
more highly qualified list, the more 
effective mailing pieces. 

The total number of new build- 
ings sold as a result of this year’s 
campaign will come close to equal- 
ing the number of inquiries pro- 
duced the previous year. 

What better testimony could you 
want for the effectiveness of direct 
mail, scientifically planned in every 
stage of its development? 44 


New Label Applier 
Covers Printed Needs 


An automatic machine, able to 
apply all types of preaddressed la- 
bels to all types of printed pieces, 
has been introduced by Cheshire 
Inc., Chicago. 

The Cheshire Model C can apply 
roll strip and continuous pack form 
labels, tape strip labels and _ indi- 
vidual or cut labels. They can be 
preaddressed from plates, stencils, 
magnetic tapes or punched card 
systems. Printed pieces for labeling 
can be handled in sizes from 3x5” 
to 15x17” and up to 4%” thick. These 
specifications take in all types of 
mailing pieces including postcards, 
envelopes, brochures, publications, 
catalogs, newspapers, etc. Control- 
lable speeds provide for the produc- 
tion of from 5,000 to 16,000 applied 
labels per hour. 

The machine adjusts easily for 
changes in label position or piece 
thickness. Zone, club and singles sep- 
arations are made on a _ variable 
speed conveyor. Printed pieces are 
fed into the machine from a vac- 
uum-pusher type  hopper-feeder. 
The rotary type head is equipped 
with a photo-electrically controlled 
throw-out to prevent lost labels. 


Are “hidden costs” 
UPPINE your 
envelope expenses? 


Invoice cost and actual cost 
may be poles apart if you're 
using envelopes that don’t per- 
form properly. Stuck flaps and 
windows... jam-ups on the in- 
serting machine... clogging of 
the postage meter are some of 
the ways poorly made enve- 
lopes can skyrocket your orig- 
inal envelope costs. 


That’s why so many cost-wise 
buyers won't settle for any- 
thing less than Tension En- 
velopes. They’ve found that the 
spoilage and time-consuming 
problems that they've always 
taken for granted with ordi- 
nary envelopes just don’t occur 
with Tension products. Be- 
cause of uniform quality and 
trouble-free performance, the 
invoice price of a Tension En- 
velope is the net price with- 
out extras. 


Want to see how Tension En- 
velopes can cut your mailing 
costs? Send the coupon below 
for FREE Envelope Idea Kit! 


TENSION ENVELOPE CORP. 


815 East 19th Street 
Kansas City 8, Missouri 


Kansas City e Ft. Worth e Des Moines 
Minneapolis e St. Louis e« So. Hackensack 


Tension Envelope Corp. 
815 East 19th St. 
Kansas City 8, Mo. 
Please send me FREE 
Envelope idea Kit No. 4 
Name 
Company — 
Address 


City 
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Are you paying 

Ist CLASS POSTAGE for 

3rd CLASS PT Ta init We 
B 


a& 


@ Retain the dignity your Ist class 
letter must have to receive per- 
sonal attention. 


Send it with your 3rd class cata- 
log in Du-Plex... letter arrives in 
distinctive Ist class compartment 
separate and apart from catalog. 


Only Du-Plex gives Ist class 
dignity to your letter mailed with 
your catalog. Only Du-Plex gives 
you Ist class value for the $40 00 
per thousand postage you pay. 


Write for Du-Plex samples, prices! 


we LEZ s 


ONVELOPE CORPORATION 


3026 FRANKLIN BLVD., CHICAGO 12, ILL. 


QUANTITY 
PHOTOS 


) oT 
FAST ont pay service 


TOP QUALITY GLOSSY PHOTOS 
SIZES 4x5 — 5x7 — 8x10 


WRITE FOR PRICE LIST 


Ce Tt lek 


CALANDRA BLDG.— 116 No. 42nd 
OMAHA, NEBRASKA 


AS LOW AS 
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Additional printed 
and glue can be 


labels, 
without 
stopping the unit while it is in op- 


pieces, 


added 


eration 
Cheshire 


chased 


Model C can be pur- 
with a combination rotary 
labeling head which will apply both 
wide and narrow tape strips. A sep- 
arate, interchangeable head for ap- 
plying gummed or ungummed indi- 
vidual and cut labels is also avail- 
able. 30th heads are 
equipped with automatic glue feeds. 

Complte information can be ob- 
tained from Cheshire Inc., 1644 N. 
Honore, Chicago 22. 44 


labeling 


Guide to Direct Mail 
Aims at Distributors 


A guide to selling to and through 
the distributor with direct mail has 
been introduced by the Direct Mail 
Printing Co., New York. 

Among the sections in the booklet 
are tips on getting more distributors, 
selling the direct mail program to 
the distributor, building a mailing 
list, and a 15-step timetable for 
planning a mailing. 

Layout ideas and suggested sales 
aids in the booklet feature the many 
mailing pieces produced by the Di- 
rect Mail Printing Co 

The booklet also 


proportions for 


discusses cost 
manufacturer and 
distributor in a direct mail 
paign, imprinting 
distributor mailings, mailing and list 
maintenance and postal regulations. 

Copies of “Distributor Promotion” 
are available. 


cam- 
procedures for 


. for more details circle 517, page 129 


Manhattan’s Big Red Book 


Has Addition to Family 

A new little “Red Book,” de- 
signed as an index to more than 
14,000 manufacturers and whole- 
salers of apparel in the New York 
area, has been published by the 
New York Telephone Co. 

Said to be the first Yellow Pages 
index booklet of its kind, the book- 
let is approximately 6x5” in size, 
with a cover in the familiar red, 
and has yellow pages, of course. 

In addition to indexing apparel 
suppliers, the 20-page booklet also 
contains a_ profit markup _ table, 
multiplication tables, long distance 
telephone rates on calls made from 
Manhattan and_ information’ on 
where to look in the big book’s 
“yellow pages” for travel informa- 
tion, theater tickets, hotels, etc. 

It was mailed to approximately 


31,000 buyers who purchase apparel 
items from Manhattan’s vast gar- 
ment industry for sales in stores 
throughout the United States. 
Additional information can be 
obtained from the Public Relations 
Dept., New York Telephone Co., 
140 West St., New York 7. 44 


Special Group Mail Lists 
Handled by Macmillan Co. 


Descriptions of group 
mailing lists currently available 
have peen released by the Macmil- 
lan Co., New York. 

Inciuded in the latest list counts 
are a variety of specialized cate- 


special 


gories such as: 

® Religious book buyers according 

to denomination 

® Photography buyers & prospects 

® Soil conservationist buyers & in- 

quiries 

@ Book buyers according to subject 
Each list description includes the 

year, count, and rentai price per 

thousand. 


. for more details circle 518, page 129 


Association Lists Given 
In Walter Drey Report 


An inventory of association lists 
currenuy avaliable on a rental basis 
is released in tne iatest Wa:ter Drey 
Report. 

Many of the Drey lists give home 
addresses and they include prospects 
interested in civic, social and phil- 
anthropic organizations, college fac- 
ulties and college students. 

In addition to the lists, the Drey 
report includes general information 
on how Drey Ine. selects the names 
on its various “highbrow-middle- 
brow” lists. 

While the report normally sells 
for $1, AR readers can obtain it for 
25¢ from Walter Drey Inc., 257 
Fourth Av., New York 10. 44 


We came the minute we got your 
invitation to join. 





How Brunswick-Balke-Collender 
produced a high-quality catalog 
at low cost by careful analysis 
of the need. 


By Kenneth E. Markel 
Manager, Advertising and Promotion 


Making 
Color Photography sis ue 


Chicago 


Our problem was not an uncom- 
( O Farther mon one, I’m sure. Simply stated it 
was that we wanted to produce a 
thoroughly versatile quality cata- 
log, outstanding enough to serve as 
" the cornerstone of our entire mar- 
in a keting and advertising program .. . 
but we did not have all the money 
in the world to work with. 


= We had decided from the onset 
i Inified Catalog that this catalog would be a com- 
plete all-product catalog, to in- 
clude our new Contemporary Line 
of classroom chairs, desks, tables 
and cabinets; our Traditional Line 
running the same gamut; our line 
of architectural products, and our 
line of Moduwall (wall hung visual 
aids). 

The same catalog also had to 
serve in these areas as a series of 
self-standing line catalogs, nine 
self-sufficient product catalogs, an 
insert media program, a dealer di- 
rect-mail program, as well as ‘a 
dealer sales training program. 

It was a big order . . . and where 
does one begin to cut the cost cor- 
ners on an order of this size? 


> We managed to arrive at some 
particularly effective short cuts in 
the mechanical preparation of this 
piece that don’t show, and which, 
as a matter of fact probably en- 
hance the finished product. 

We have about 50 color photo- 
graphic illustrations (exclusive of 
product shots) in the catalog... or 
so it appears. These are “in use” 
photographs showing our equip- 
ment in a classroom. Actually, all 
of these 50 illustrations were 
cropped out of a carefully planned 
series of only 10 pictures shot in 


—_) 


completely, four sections were 
used to illustrate specific items 
in the line, without any addi- 
tional photographic costs 


Many from One ... . From this a i 
single color photograph, shown : \ i aa 


—- +5 
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SIMPLIFY, SPEEDUP 
ART PRODUCTION 


With the new 


ART-O-GRAPH ‘‘1000”’ 


Better, all-round performance at a new lower 
price. Reduces 5X, enlarges 5X (9X with lens 
attachment) Projects flat copy or objects. 
Quick focusing. Simple manual control. Feather- 
touch balance. Automatic lock. Adjustable track 


length. All steel. Gold hammertone finish. 


See your Art Supply Dealer or write 


ART-O-GRAPH, INC. 


4837 Emerson Ave. S., Minneapolis 9, Minn. 


Here's a partial list of Companies which used Woodcut 
Artwork in their 1959 advertising: LIBBY, McNEILL & LIBBY 
PLYMOUTH DIVISION OF CHRYSLER CORP... . THE 
FIRESTONE TIRE & RUBBER CO JOHNSON MOTORS 
Swift & CO BAUSCH & LOMB OPTICAL CO 
THE PARKER PEN CO INTERNATIONAL HARVESTER 
co WILLIAM WRIGLEY JR., CO STROMBERG 
CARLSON CO EKCO-ALCOA CONTAINERS, INC 
SEAGRAM.-DISTILLERS CO A. B. DICK CO. and by 
the following Advertising Agencies: Mc CANN-ERICKSON, 
INC BROOKE, SMITH, FRENCH & DORRANCE, INC 
BATTEN, BARTON, DURSTINE & OSBORN, INC - & 
WALTER THOMPSON CO N. W. AYER & SON, 
INC TATHAM-LAIRD, INC. and many, many others 


WOODCUT 


Write for free literature today. 
THE SANDER WOOD ENGRAVING COMPANY, INC. 
Dept. D, $42 South Dearborn Street 
Chicago 5, Ulinois HArrison 7-2082 


Attention 
getters: 
MACK’S 
““MOPPETS”’ 


Hundreds available. 


Exclusive use. 
Low priced. 


Write your needs 


and request sample. 


DOUGLAS MACK 


1550 Church St., 
San Francisco 14 
Phone: MI 7-5377 


READY-TO-USE CARTOONS 


f/ Put Bounce in your Bulletins! 5000 pro- 

Y fessional repro proofs sent to you now. 
800 all-new proofs in spiral-bound Annual 
each year. B. F. Goodrich, General Mills use 
‘em. Limited number Licensees each city. Free 
folder to recog. agencies and National Advtsrs. 


I operate out of my hat 


just expanded! 


We 
© STIVERS STUDIO - BOX 3684 - SAN FRANCISCO 19, CALIF. 
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school 
equipment 


of 


tt 


Baunswick 


Complete in Sections 


tions, each of which is a unit in itself 


classroom and 
manufacturing facility in Kalama- 
zoo. The 10 photos were unusual in 
that each 
three products 


our experimental 


situation highlighted 
Because we had to simulate be- 
lievable educational situations for 
the photographer (we had the help 
of a color specialist and an educa- 
tional adviser), it was more com- 
plicated than merely shoving a 
product or two into the foreground. 
But, by keeping in mind our ob- 
jective of 50 pictures from 10, we 
were able to get photographs that 
achieved individual product feature 
treatment. 
> Another short cut we achieved 
was avoiding the exorbitant cost of 
going on a big press with the full 
run plates for the 500 copies we 
needed introduced the 
(simultaneously with our 
new line) at our national sales 
meeting. At this point, you realize, 
we could not 


when we 


catalog 


accurately estimate 
the number of catalogs we would 
need. We had to show it to these 
people to find out their demand be- 
cause it was such a radical depar- 
ture from our previous pieces. 

Here’s how we solved that one. 
We made the basic separations nec- 
essary to make _ proofing plates. 
Then, instead of running three or 
four sets of page proofs, we ran 
500 .. . the number we needed im- 
mediately. 

This entailed 
backing 


extra expense in 
up these sheets properly 
and hand-trimming the individual 
pages. But this was a minor addi- 
tional expense compared to the al- 


The complete catalog, left, is made up of a number of sec- 


ternative. Most of the materials had 
been scheduled on automatic prov- 
ing presses, which cut down on this 
additional expense, making it al- 
most negligible. We were careful to 
affix labels to the front of each cat- 
alog, informing our people 
that their were only en- 
graver’s proofs and not the com- 
pleted printed job. 


sales 
copies 


> The proofs shown at this “pre- 
miere” as well as the finished prod- 
uct represent the only catalog of its 
type in the school equipment field. 
Confirmation of its sound advertis- 
ing and marketing principles came 
when the Chicago Federated Ad- 
vertising Club presented the catalog 
with its annual award for outstand- 
ing achievement in the direct mail 
category. Garfield-Linn and Co., 
our advertising agency, I might in- 
ject here, worked hand-in-hand 
with us from the inception of the 
idea. 


> I'd like to backtrack now to some 
of the decisions that were formu- 
lated at the beginning of our think- 
ing about this catalog, which is a 
168-page, two- and four-color, plas- 
tic-bound volume. 

Most basically, the catalog was 
thought of as serving as wide a 
range of needs as does our school 
equipment itself. The central char- 
acteristic of our lines — which has 
won such favor among educators, 
architects, parents, and other school 
groups — are their built-in multi- 
purpose flexibility and versatility. 

The completeness of the catalog 
was necessary also in terms of the 





people we sell to in the education 
field. Here, the purchasing decision 
is complex and varied. There is no 
one person by job definition on 
whom responsibility rests. Some- 
times our story of quality school 
equipment must be told to a num- 
ber of individuals or groups before 
a sale is consummated. While there 
is no question of the superintend- 
ent’s guiding influence, he often 
delegates authority to a business 
manager, a committee of faculty 
members, or a combination of both. 
In addition, the school board may 
appoint a committee of its own to 
appraise the situation and make a 
decision. In certain areas, for in- 
stance the gymnasium, reliance may 
be upon the 
mendation or 


architect’s recom- 
upon his _ physical 
education instructor or department 
head. In still other areas, the con- 
tractor may actually make the de- 
cision. So the catalog had to enable 
the salesperson to cope with these 
various specialists. 


> Among the key aims that had to be 
incorporated in this many-purpose 
piece were the following: 


e Carry a major part of the re- 
sponsibility for the introduction of 
the new 1959 line of classroom seat- 
ing and emphasize the Brunswick 
all fiberglass one-piece stacking 
student and teacher chair. Because 
of its originality in the 
equipment field, the chair was 
singled out for special attention. 


school 


@ Introduce the complete new line 
which features work surfaces on 
desks, tables and cabinet tops of a 
parchment-like grey plastic which 
we name Ophtho-Light. The edu- 
cator had been accustomed to a 
wood pattern design and the ob- 
jective was to show the scientific 
reasoning behind the new design. 


@ Indicate to the educator that, for 
the first time, Brunswick was in- 
troducing a two-line concept. The 
catalog had to forcibly emphasize 
our new direction in producing the 
most functional, durable, and flex- 
ible equipment in each of the two 
lines. 


@ Introduce a new flexible, func- 
tional, movable wall display unit 
and chalkboard, which we call 
Moduwall, to replace the conven- 
tional chalkboard, tackboard con- 
struction. 


@ Provide the technical and sales 
information for many of the archi- 
tectural products used within a 
school today, such as gym seating, 
basketball backstops, folding stages 
and folding partitions. 


e Introduce our new manufactur- 
ing facility in Kalamazoo, Mich. 


To perform these objectives, the 
catalog is composed of nine sections, 
easily identified by tabbed dividers. 
Each section can stand by itself 
and act as an individual information 
unit. Bound together, the sections 
form a well-integrated all-product 
catalog. 


> For our dealers we combine and 
bind the sections as different vol- 
umes: the first four sections com- 
prise a complete catalog of our 
classroom furniture (our two lines 
which include our Contemporary 
Series and our Traditional Series, 
movable cabinets, and Moduwall 
which are wall-hung visual teach- 
ing aids); the next five sections on 
folding partitions, folding gymnasi- 
um seating, basketball backstops, 
folding wardrobes, and _ folding 
stages, represent our architectural 
products catalog. 

Each individual product sheet is 
designed to tell a whole story and 
does so through pictures, product 
description, construction features, 
and “sell” copy. This means actually 
that this product sheet can be used 
as a mailing piece, a bill insert, and 
a descriptive piece for submission 
with bids. 

The first four pages of the cata- 
log tell the big over-all story of 
Brunswick research, design and 
engineering programs, its historical 
background, general philosophy and 
manufacturing facilities. These four 
pages are included with any portion 
of the catalog assembled. 

And, to help knit the book into 
a compatible narrative and photo- 
graphic whole, we chose the pic- 
torial theme of a brother and sister 
student team who travel with us 
throughout the catalog. This team 
“theme” was chosen because it 
deftly adds human interest to the 
school situations and provides con- 
tinuity throughout the book. 


> To better explain how each sec- 
tion has been setup, here is a 
breakdown on a typical product 
section, the full-color pages on our 
Contemporary series. It starts with 
the tabbed divider page, which has 
a large full-color illustration of a 
classroom on one side and_ the 
human-interest 
backing it up. 


classroom setting 

The first two pages contain back- 
ground information on the new 
design of this particular group and 
general functional features 

Pages three and four tell the 
Brunswick stacking chair story via 
a large full-color illustration plus 
a color bar showing the six “Colors 


GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
glossy photos 
in the busi- 
ness. 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year. 
Our prices are competitive. 
Our quality is superb. 

Our service unexcelled. 

Try us the next time you need 
quantity photos. 


Ga. 
AS 


8x10 GLOSSY PHOTOS 


Copy negatives of your prints, $1.65 
per negative. Samples, other sizes, 
Prices on request. 


MAJOR PHOTO Co. 
Commercial Photographers 


116-118 W. Ohio St. * Chicago 10, Illinois 
Dept. M-5 @_ Telephone: MI chigan 2-5651 


DESIGNERS 
EVERYWHERE 
ARE SWITCHING TO 
SHIVA NU-TEMPERA 
DESIGNERS 
COLORS! 


The Tempera with 
strength of color... 
brilliance and perma 
nence. Seventeen 
Colors @ 70¢ per tube 
everywhere. Try it... 
See for yourself. 


SHIVA ARTISTS COLORS 
433 W. GOETHE ST 
CHICAGO 10, ILLINOIS 
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makes its catalog 


look like a giant’s. 


124 + @¥p - May 1960 


for Learning” in which it is avail- 
able. The lower left corner of the 
page pictures the “product in use.” 
The lower right carries a brief ex- 
planation of the product. Flipping 
the page over, we have detailed 
illustrations and copy on 10 specific 
features of the unit, an explanation 
of how this chair can be adapted to 
the chair desk and tablet arm chair, 
and the accessory book rack. One 
paragraph of this page hard sells. 

Each of the following pages han- 
dles individual products in the same 
manner. 

The section is wound up with 
four pages that tell the story of 
Brunswick Lifetime Fiberglass, ma- 
jor selling construction techniques, 
and our “Color for Learning” pro- 
gram 
’ Another basic point 
the many-purpose 


influencing 
catalog and 
therefore worthy of discussion is 
our distribution set-up. We dis- 
tribute largely through franchised 
dealers who handle other non-com- 
peting school lines, ranging from 
paper and notebooks to draperies 
and other major equipment. Thus, 
it was important that the Bruns- 
wick catalog also educate and in- 
spire the dealer sales personnel. By 
adding a bit more information to 
previously established customer 
influence areas, we _ considerably 
enhanced the catalog’s effectiveness 
as a sales tool. 

In our distribution picture, some 
sales organizations handle _ only 
portions of the line, such as the 
classroom equipment or the archi- 
tectural (gymnasium) products, or 
a combination of both. And each 
organization must have the mate- 
rials pertinent to its operation. 
That’s why we came up with a 
specific unit which tells a_ basic 
product story and presentation for 
the complete furniture-cabinet and 
wall-hung teaching aids lines. The 
architectural products 
similarly, finds 
information and 


distributor, 
complete product 

basic company 
philosophy, in the unit, slanted to 
him. We supply custom-designed 
labels to each organization which 
can be affixed to and become an 
integral part of the cover. 

Additionally, we have produced 
the individual product sheets to 
meet distributor needs for bid esti- 
mates, mailers and for sales distri- 
bution. The architectural products 
sections similarly serve as mailers 
and as sales distribution aids as 
well as for inclusion in Sweet's 
Catalog. 


> Readers must now be wondering 
how much all of this cost. Actually, 
it is virtually impossible to isolate 


the cost of producing the catalog 
because: 


e The photography is the 
basis for three four-page full-color 
magazine inserts; 


Same 


e The same photography is used in 
three b&w cooperative ads which 
we offer to our distributors; 


e Individual catalog pages are of- 
fered our distributors for their own 
composite catalogs and for inclusion 
in their bids; 


e Basic art, layout, type, and other 
mechanical preparations for the 
architectural products were used to 
produce inserts for our Sweet’s 
Catalog program; 


e Pages were distributed to dealers 
as individual mailers; 


e The Moduwall portion of the 
catalog was adapted and included 
in this catalog from the original 
design for Sweet's Catalogs; 


e The basic artwork for the Tradi- 
tional Line created 


originally for a previous catalog. 


portion was 


However, since we have a “Part- 
ners in Profit” program with our 
distributors, it was necessary we 
establish some cost guide. It might 
be fairly safe to say that the 168- 
page catalog, including 52 full-color 
pages, 87 in two-color, and 29 b&w 
cost about $3.50 per copy. 

Our distributors pay a portion of 
the cost for all of their ad materials 
which amounts to about 25-30° of 
our actual costs. For the all-product 
catalog, 90¢ seemed to be the magic 
figure which would secure maxi- 
mum distribution with as little 
waste as possible. Had it been more 
than $1 per copy, the distributor 
might have limited his distribution. 


> The method we used to distribute 
our advertising material was rather 


1 think you've overcome the client's 
original objection nicely, Al. 





unusual, too. We presented our 
complete ad and promotion cam- 
paign, including printed samples, at 
the national sales meeting men- 
tioned above which brought almost 
300 dealer principals and salesmen 
to our Kalamazoo plant. This meet- 
ing was some three months prior to 
distribution of the materials or 
introduction of the new line itself. 

We had two major reasons for 
this: 


1. The sales department was blue- 
printing an advance showing pro- 
gram based on our new product 
line. In other words, sales was going 
to show its good customers the new 
line before formal introduction. Ob- 
viously, the sales people had to be 
exposed and trained first. 


2. We wanted an advance idea on 
the acceptance and demand for the 
ad and promotion materials. While 
we detailed the application of our 
materials, we omitted one point: 
how much it would cost the dis- 
tributor. We asked him to submit 
a tentative order (total quantity, 
we said, would determine final 


Adhesive for Paste-ups 
Rolled on Electrically 


An adhesive in dry bar form, de- 
signed to do the work of rubber ce- 
ment, is being manufactured by the 
Halber Corp., Chicago. 

Called the Lectro-stik, it is ap- 
plied with an electric coater which 
melts the dry bar adhesive produc- 
ing a non-sticky coating an inch 
wide. According to the Chicago 
concern, the product does not stain, 
wrinkle, shrink or curl paper. The 
adhesive can be made to stick to 
glass, metal, paint, wood and film in 
addition to paper, the manufacturer 
says. It may be wiped off paper or 
photographs with a kneading eraser 
and can be wiped off glass with a 
cloth. 

The electric coater retails for $5. 
A box of 24 Lectro-stiks sells for 
$2.80. 44 


New Ansco Color Film 
Described by Company 


Available from Ansco is a 
photographic data sheet, listing the 
characteristics of the company’s Su- 
per Anscochrome 6500, a new color 
film specifically balanced for color 
fidelity and image sharpness when 
exposed by electronic flash. 

According to Ansco, the high 
speed and tailored spectral response 
of Super Anscochrome 6500 make 


price) for the materials, promising 
him the opportunity to revise it up 
or down when he learned the cost. 

At this meeting, we detailed our 
total national advertising program 
and offered the distributor a pro- 
motion schedule form on it with 
space for his own promotional ef- 
forts. For the first time, our dis- 
tributors were pressured into plot- 
ting their ad and promotion pro- 
grams before the start of his sell- 
ing season. We found we could 
thus stave off their inclination to 
buy an ad or promotion material 
only when and if they happened to 
feel flush. 


>’ Our dealer demand for these 
materials and the plus 30° sales 
increase experienced by our divi- 
sion for the first six months of 
1959 are testimony to the concept, 
accomplishment, and distribution of 
our catalog. Based on this accept- 
ance, our management has deter- 
mined to make this sales presenta- 
tion a regular part of the Brunswick 
sales promotion and _ advertising 
program. 44 


electronic flash units far more effec- 
tive than ever before. Medium out- 
put units can now do work of costly 
heavy studio equipment. Fewer 
units need be taken on location, an- 
other advantage advanced by the 
company. 

. for more details circle 503, page 129 


1960 Catalog of Books 
Is Issued by Amphoto 


Amphoto, publishers of photo- 
graphic books, is offering copies of 
its 1960 catalog, a listing covering 
some 500 
subjects. 

The catalog is arranged in 47 dif- 
ferent subject classifications and is 
indexed. 


titles on photographic 


. for more details circle 504, page 129 


John Andrews Issues 
Catalog of Farm Art 


If you use farm art, animal and 
poultry, you'll be interested in the 
new catalog of ready-to-use farm 
art by John Andrews. 

The new catalog contains 96 8x10” 
velox prints with a total of 250 
drawings by Mr. Andrews. He has 
won many awards for his realistic 
illustrations of farm animals and 
poultry. 

Copies of the catalog are avail- 
able. 


- for more details circle 505, page 129 
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They couldn’t mail a Model, so they 
sent a glossy photo. If you can’t 
send your product, send a photo. 


8 x 10 VA aXe 


(in lots 
GLOSSY of 100) 
PHOTOS 
QUANTITY Photos will sell for 
you, because they are QUALITY 


Photos. 

8 x 10 GLOSSY PHOTO PRICE LIST 
Number 
Price ea. 


Write for complete Price Catalog 
QUANTITY PHOTO CO. 
113 W. Hubbard St. * Chicago 10, Ill. 

Telephone SU 7-8288 
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GIANT 228 PAGE CATALOG 


FREE! to accredited users. 
DICK BLICK 
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Art Supplies 


Balloons 
Banners, Pennants 
Binders, Catalog Covers 


Binding Equipment & 
Materials 
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ADVERTISING SPECIALTIES 


12,500 COLOR POSTCARDS 


@ NATURAL 
COLOR 
POSTCARDS 


KROMEKOTE 
PAPER STOCK 


FAITHFUL 
REPRODUCTIONS 


LOWEST COST 


ONLY 
$ 
IDEAL FOR 146 25 
NEW PRODUCTS 
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: os 397 Jericho Tpke. 
Action Advertising Floral Park. WY. 


ADVERTISING CIGARETTES 

Entire cigarette package 

‘ features your ad message. 

eee ANCigarettes imprinted with 
ei trade name or ad message. 
AN 4 G. A. GEORGOPULO & CO., Inc. 


° Cigarette Mfrs. Since 1905 
48 Stone St., New York 4 


MANIKINS 


RENT A GLAMOR GAL 


Who will work all day—and 
all night without getting 
tired' Madisonia provides 

the perfect ladies 

men’s and children 
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special promo 

tions 


MADISONIA MANIKINS, INC. 
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COLOR POST CARDS 
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CATALOGUE SHEETS—8'2 x 11 
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DECALS 
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applied in seconds without water. Saves labor; no 
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COMPLETE PRINTING SERVICE 
LETTERPRESS AND OFFSET 
Fast Dependable Reprints 
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Universal Loose Leaf Mfg. Co. 
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BRILLIANT/{\ ACCURATE/ LOW IN COST/ 
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press printing at LOW COST for 
runs of 100 to 10,000. Reproduced 
from Ektachrome or art copy. All 
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IMPRINTING 
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Dealer Imprinting 
Our Specialty 
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ALSO— MAGAZINES, CATALOGS, 
FOLDERS 


SERSEN’S IMPRINTING 


120 So. Sangamon Street 
Phone: CH 3-2050 Chicago 7, Ill. 


Better 


Mousetraps 
Need 
‘Sell’ 


They used to say, “build a 
better mousetrap and _ the 
world will beat a path to 
your door.” 


This may well be so—but 
something’s missing. The 
world has to know about 
your better mousetrap, or 
your audio-visual aids, or 
your new paper or the thou- 
sands of products and serv- 
ices needed to put life in 
advertising, promotion and 
merchandising. In short, you 
need a showcase. 


If you have a product or 
service which today’s buyers 
and specifiers in promotion, 
production and merchandis- 
ing should be using, the 
place to show it to them is 
Advertising Requirements. 


With an editorial format tai- 
lored to their daily profes- 
sional needs and _ interests, 
AR is read and responded to 
by thousands of executives 
whose purchases create a $3 
billion market annually. 


Use the AR showcase for 
Advertising Results 
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501 /Circle on Readers’ Service Card 
Film Cost Booklet 

. film costs versus benefits is 
from Haig and Patterson 


available 


(Page 98) 


§02/Circle on Readers’ Service C 

Sound Effects 
ranging from an aircraft carrier tc 
groans are listed by MP-TV 
(Page 99) 


jrunts and 
Services 


503/Circle on Readers’ Service 
Ansco Color Film 

. a data sheet is offered on Super Ansco- 
chrome 6500. (Page 125) 


§04/Circle on Readers’ Service 
Books on Photography 
are listed by Amphoto Publishing Co. 
(Page 125) 


§$@5/Circle on 
Farm Art 


as produced by 


Readers’ Service Card 


John Andrews is 
shown in a catalog. (Page 125) 
$06/Circle on Readers’ 
Rules and Borders 


. used in layouts are 


Servi 
perv 


lescribed in a 
Fototype folder (Page 64) 


§07/Circle on Readers’ Service Card 
American Uncial 
is shown 


iple sheet of Amster- 


(Page 64) 


~ 


jam Continental 


§08/Circle on Readers’ 
Film Lettering 
. a: catalog from Film Lettering shows 


more than 365 lettering styles. (Page 68) 


§09/Circle on Readers’ Service Card 
Ludlow’s Newest Typeface 
Rec . ¢ MA 


Record Gothic Medium Extended 


(Page 68) 


§10/Circle on Re 
New Typeface 


ne 


John Plain Book 
1 new, 72-page catalog of sales in 
centive prizes is released (Page 76) 


Heeeenae 


Use these return cards 
for your copy of publications 
mentioned on this page 


| ee | Adwertising 
HRequirements 


UCTS 
SOTTO 


*Send for these free helpful selling tools 


§12/Circle on Readers’ § 
Edwin Lane Trophies 

. a 1960 catalog of trophies and awards 
is available. (Page 76) 
$13/Circle on Readers’ Service Card 
Sponsored Films 

. Association Films tells why 


business likes film 


American 


(Page 103) 


§14/Circle on Readers’ Service Card 
Bartlett's Projection System 

. . live narration with music background 
is described. (Page 103) 
$15/Circle 
Film Booklet 


. protit from the use 


n Readers’ Service Card 


f sound films is 


lescribed by Victor Animatograph. 


(Page 103) 


Readers’ Service Dept. 


8805 


Please have the following sent me: 
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536 597 538 539 540 S41 542 
Me ae 


BUSINESS REPLY CARD 
First Class Permit No. 95 


Readers’ Service Depf. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 
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